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ABSTRACT 
 
South African organisations are facing a new era of intense global competition.  
The modern business world is characterised by change and this change presents 
both challenges and opportunities.  As a result, organisations have to become 
more responsive to change by continuous, rapid and cost-effective innovation 
through integrating the strengths of the entrepreneurial small firm, such as 
creativity, flexibility and innovativeness, with the market power and resources of 
the large firm. 
 
Due to the dynamic nature of the automotive industry, it is vital that South 
African organisations and management identify creativity and innovation as the 
main sources of sustainable competitive advantage.  Sustained competitive 
advantage is derived from consistently satisfying customers’ wants and needs 
through innovation. 
 
An intrapreneurial philosophy is of key importance to an organisation’s corporate 
strategy, ensuring that entrepreneurial values are incorporated into the culture of 
the organisation. 
 
This study took place within an automotive component company operating in the 
Eastern Cape.  Based on the theoretical findings of the literature study a 
questionnaire was developed and distributed to all employees of the company.  
The objective of the questionnaire was to measure the prevalence of 
intrapreneurship within the company and based on the findings of the literature 
study, recommendations on the structure, systems, culture and management 
styles of the organisation were made.  Finally, a model was developed that 
identifies the importance of innovation, customer-solution centeredness and 
being market driven as core strategic values. 
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CHAPTER 1 
INTRODUCTION AND OVERVIEW OF STUDY 
 
1.1 Introduction 
 
The world is moving away from national economies, separated from each other 
by distance, language, culture and business systems.  The merging of national 
economies into an interdependent global economic system is known as 
globalisation (Hill, 2000:4).  Organisations worldwide are facing a new era of 
intense global competition and firms will have to achieve world-class status to 
compete effectively in global markets. 
 
According to Fox (2004:3) organisations are finding it increasingly more difficult 
to survive by merely competing, therefore, intrapreneurs are relied upon to take 
organisations beyond competition and thereby create value through the creation 
of new business in new markets. 
 
Intrapreneurship is short for intra-corporate entrepreneurship, intrapreneurship 
is entrepreneurship practiced by people within established organisations  
(Pinchot cited in Hill, 2003: 1). 
 
Coulter (2003:3) describes entrepreneurship as innovation and it involves 
changing, revolutionising, transforming and introducing new approaches.  
Entrepreneurship is the process of creating value by acquiring resources in order 
to exploit opportunities. 
 
According to Pinchot cited in Hill (2003: 1) innovation is very necessary to 
differentiate an organisation’s offerings, to fill gaps in the market and to keep 
abreast with the productivity of competitors.  Rapid and cost-effective innovation 
    
 
 
is the main source of lasting competitive advantage for organisations operating 
in the twenty-first century. 
 
According to Banerjee (2001:55) organisations are realising that there is a need 
to foster a spirit of entrepreneurship so that teams are able to function 
independently and work towards meeting customer demands.  The challenge lies 
in finding a way of recharging employees, while at the same time maintaining a 
structure, growing and still promoting an entrepreneurial culture. 
 
Lokman (2001:1) believes that globalisation has led to the creation of 
opportunities for South African businesses.  In order to take full advantage, the 
use of intrapreneurship should be implemented as a means for organisations to 
enhance the innovative abilities of employees and at the same time increase 
corporate success, through the creation of new corporate ventures (Hornsby and 
Naffziger, 1992:1). 
 
To be successful, an intrapreneurial programme requires motivated individuals to 
take action and an “entrepreneurial” philosophy to be an integral part of the 
wider organisation’s culture and operating principles (Robinson, 2001:1). 
 
1.2 Problem Statements 
 
The following problem, will be addressed by this research: 
 
Identifying intrapreneurial strategies that an automotive component 
company could implement to enhance its competitive advantage.  
 
The main problem is large and of a complex nature.  The search for a solution to 
this problem, therefore, requires a breakdown of the main problem into logical 
sub-problems that, when resolved, should solve the main problem.  In order to 
    
 
 
develop a research strategy to solve the main problem, the following sub-
problems have been identified. 
 
(a) Which intrapreneurial strategies, does the literature reveal could enhance 
competitive advantage? 
 
(b) What is the measure of intrapreneurship within an automotive component 
company in South Africa? 
 
(c) How can the results obtained from the resolution of the two sub-problems 
above, lead to the development of a model to ensure the implementation 
of intrapreneurship within an automotive component company operating 
in South Africa? 
 
1.3 Key Concepts 
 
For the purpose of this study the following key concepts are defined: 
 
• Entrepreneurship - According to Coulter (2003:6) entrepreneurship is the 
process of creating value and growth by satisfying wants and needs 
through innovation and uniqueness no matter what resources are 
available.  Entrepreneurial orientation is multi-dimensional and is based on 
a number of factors; creative innovation, independence, risk taking, pro-
activeness and competitive aggressiveness (Nieman, Hough and 
Nieuwenhuizen, 2003:12). 
• Intrapreneurship – is the practice of entrepreneurship within organisations 
(Pinchot cited in Hill, 2003: i). 
• Competitive advantage – Possessing a unique business formula and 
customer offering (Dobson, Starkey and Richards, 2004: 83). 
    
 
 
• Learning organisation – where people continually learn how to learn 
together and are able to continually generate new ideas and better 
methods (Senge, 1990: 3). 
• Creativity and innovation – creativity is the generation of novel ideas and 
the ability to combine ideas in a unique way.  Innovation is the process of 
taking a novel idea and turning it into a product or process (Coulter, 2003: 
52).  Creativity forms part of a continuous process: 
- Idea generation, a process of discovery; 
- Invention, developing the most feasible idea; 
- Innovation, the idea or invention is transformed into new means of 
adding value (Nieman et al, 2003:52). 
• Globalisation – the shift towards a more integrated interdependent world 
economy (Hill, 2000:6).   
 
1.4 Demarcation of the Research 
 
Demarcating the research is necessary for the purpose of making the topic 
manageable from a research point of view.  The exclusion of particular topics 
does not imply that there is no need for them to be researched. 
 
1.4.1 Industry 
 
The study will focus on an automotive component company operating in South 
Africa.  The automotive industry is South Africa’s largest manufacturing sector.  
 
1.4.2 Level 
 
According to Hornsby and Naffziger (1992:1) the creation of intrapreneurial 
programmes is a difficult process, as it creates newer and potentially more 
complex challenges.  Organisations need guidelines to direct or redirect 
    
 
 
resources toward establishing effective intrapreneurial strategies.  It is necessary 
to have a clear understanding of the environment in which corporate 
entrepreneuring flourishes, therefore, the study will include the opinions of 
representatives from all the different levels within the organisation. 
 
1.4.3 Size of organisation 
 
An organisation, employing a minimum of 500 employees will be used in this 
study.  The motivation behind this, is that small businesses are established by 
entrepreneurs therefore the study will focus on intrapreneurs who create value 
and growth within the larger organisation (Coulter, 2003:6).   
 
1.4.4 Geographical demarcation 
 
The empirical study will be limited to an automotive component company in 
South Africa.  The organisation identified is situated in the Eastern Cape.  The 
automotive industry is a major contributor to the economy of this region and the 
researcher is situated in the Eastern Cape. 
 
1.4.5 Subject of evaluation 
 
The field of intrapreneurship can be divided into the following: 
(a) Organisational structure; 
(b) Organisational systems; 
(c) Organisational culture;  
(d) Management styles. 
 
 
 
 
    
 
 
1.4.6 Basis for the survey 
 
The research project will focus on organisational characteristics that foster 
intrapreneurial programmes so as to remain creative and innovative or risk 
becoming obsolete, as innovation is the foundation for all organisations striving 
towards a strategy that is based on competitive advantage. 
 
The aim of this study is to determine what the current literature reveals are 
necessary intrapreneurial values to encourage an entrepreneurial spirit within the 
organisation and enhance the innovative abilities of employees to increase 
corporate success, thereby enhancing competitive advantage. 
 
It is intended in this study to evaluate the current organisational structure, 
systems and culture as well as management styles of an automotive component 
company in South Africa.   
 
Strategies will be determined for this organisation to enhance the establishment 
of a corporate intrapreneurial programme. 
 
1.5 Prior Research on this Topic 
 
According to Sathe (2003: 2) strategy provides a good starting point for the topic 
of intrapreneurship, since with a clear strategic intent, the core competence of 
the organisation can be effectively leveraged to create new business.   
 
Russell (1999:2) believes that fostering intrapreneurial behaviours and practices 
is of prime importance when developing the strategic objectives of any 
organisation, where creating innovation is perceived as an essential means of 
establishing and maintaining competitive advantage. 
 
    
 
 
Strategic decisions as described by Johnson and Scholes (2002:4) are concerned 
with the future direction of the organisation and should achieve some advantage 
over competition both locally and globally.  Strategic decisions are a process of 
utilising an organisation’s resources to create new opportunities. 
 
The modern world is characterised by change and change presents both 
challenges and opportunities.  As a result, organisations have to become more 
responsive to change by continuous innovation (Wickham, 1998: 2). 
 
Due to the dynamic nature of the modern firm, it is vital that the organisation 
and management identify creativity and innovation as the main source of 
sustainable competitive advantage.  According to Pinchot (1985: 75) 
intrapreneurship is not a choice; it is the only means of survival.  
 
This study will attempt to formulate a model that an automotive component 
company could use to enhance competitive advantage through creativity, 
innovation and change. 
 
1.6 Assumptions 
 
It is assumed that there are certain intrapreneurial principles, which will achieve 
the objectives of increasing competitive advantage. 
   
1.7 Significance of the Research 
 
According to many business leaders the basic purpose of any business is to 
provide financial benefits to shareholders, however, Hanna and Newman 
(2001:15) challenge this view by identifying that both revenue and efficient 
management are an organisation’s reward for satisfying customer needs. 
 
    
 
 
Long-term business survival is based on profitability and profitability is primarily 
based on sustained competitive advantage and that is derived from consistently 
satisfying customers’ wants and needs through innovation. 
 
Intrapreneurship is not only associated with modern business ideals, it has 
evolved over time into a dynamic element of both developed and developing 
economies.  Intrapreneurship plays a vital role in a country’s economic growth 
and is critical to the economic development of both individual countries and 
world trade. 
 
An intrapreneurial philosophy is key to an organisation’s corporate strategy, 
ensuring that entrepreneurial values are incorporated into the culture of the 
organisation. 
 
1.8 Research Methodology 
 
The following procedure will be adopted to solve the main and sub-problems: 
 
1.8.1 Literature study 
 
The aim of the literature study will be to identify the organisational and individual 
characteristics that lead to intrapreneurial behaviour. 
 
More specifically, the literature study conducted will determine: 
• The benefits of implementing an intrapreneurial corporate strategy; 
• The intrapreneurial strategies organisations could implement in order to 
successfully gain competitive advantage. 
 
 
 
    
 
 
1.8.2 Empirical study 
 
The empirical study will consist of: 
(a) Survey 
A survey making use of a questionnaire will be conducted among 
employees of an automotive component company operating in South 
Africa.  This questionnaire will provide an overall view of the 
organisation’s intrapreneurial ability, as well as identifying the specific 
areas that require change in order to become intrapreneurial.   
(b) Population and Sample 
An organisation operating within the South African automotive 
component industry has been identified as the population for this 
study.  Employees from all levels will be used in the survey. 
(c) Measuring instrument 
A comprehensive questionnaire will be used for this research project 
and will be designed in consultation with a statistician. 
(e) Statistical analysis of data 
The statistical procedures to be used in analysing and interpreting the 
data collected will be determined in consultation with a statistician. 
 
1.9 Chapters of Study 
 
The research has been planned to include the following chapters: 
• Chapter 1: Introduction and Overview of Study 
• Chapter 2: The Automotive Industry in South Africa 
• Chapter 3: Intrapreneurship 
• Chapter 4: Research Methodology 
• Chapter 5: Presentation and Interpretation of Survey Results 
• Chapter 6: Recommendations, Presentation of Model and Conclusion 
 
    
 
 
1.10 Conclusion 
 
In this chapter the main problems and sub-problems have been identified.  The 
key terms have also been explained to introduce the reader to the topic being 
studied.  The focus will now shift towards the topic of intrapreneurship and its 
role within the component sector of the automotive industry in the endeavor for 
competitive advantage. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
    
 
 
CHAPTER 2 
THE AUTOMOTIVE INDUSTRY IN SOUTH AFRICA 
 
2.1 Introduction 
 
The automotive industry is one of the World’s largest industries with a turnover 
of more than 10-trillion Dollars and over 10 million employees (Robertson, 2005).  
According to Robertson (2005) it is also an industry in which major shifts in the 
location of production are taking place.  South Africa’s automotive sector has 
succeeded in capitalising on the opportunities presented by globalisation, which 
shifts production from high-cost locations like Germany and France to 
competitive locations in Latin America, Asia and South Africa. 
 
The successful integration of the local industry into the global supply chains of its 
parent companies has resulted in the use of unused capacity, stimulating other 
forms of economic activity in related sectors, creating jobs and earning more 
foreign exchange for South Africa.  The South African industry is ranked 19th in 
the world in terms of vehicle production and is responsible for approximately 80 
percent of Africa's vehicle output, accounting for 0.7 percent of the World's 
vehicles (NAAMSA Annual Report, 2004). 
 
In Chapter one the broad topic of intrapreneurship was explained together with 
an overview of the study.  In this chapter the role of the automotive industry 
within South Africa will be discussed. 
 
2.2 The Development of the Automotive Industry in South Africa 
 
South Africa’s motor industry was founded in 1924 when Ford started assembling 
the Model T in Port Elizabeth, which today forms part of Nelson Mandela Bay 
    
 
 
(Coega IDZ, 2005: 6).  South Africa’s role in the World automotive industry, both 
the assembly and component sectors, is growing.  The National Association of 
Automotive Component and Allied Manufacturers (Naacam) states that this 
growth has had a positive impact on the component industry, predicting growth 
of ten percent in 2005 and with inflation remaining fairly stable, this growth will 
lead to an increase in Gross Domestic Product of more than four percent.  South 
Africa is a low cost base for manufacturing, while geographically South Africa and 
Nelson Mandela Bay are ideally placed as a transit centre for shipments passing 
between the Far East or Europe and the emerging markets in Southern Africa.   
 
The industry is largely located in two provinces, the Eastern Cape (coastal) and 
Gauteng (inland).  South African exporters have faced logistical problems in the 
country’s ports, which have been plagued by congestion, but Nelson Mandela 
Bay, with its new Coega development, is looking to become more efficient with 
one of Africa’s largest infrastructure projects (South African Automotive 
Conference, 2005). 
 
A challenge facing the industry is a competitive international automotive trading 
environment, which will force the industry to improve operational efficiencies and 
achieve world-class standards in production costs and quality (Robertson, 2005). 
 
South Africa's automotive industry has become an increasingly important 
contributor to the country's gross domestic product, mainly through strong 
growth in the motor vehicle and component exporting sectors (South Africa 
Information, 2005). 
The following are statistics supplied by the National Association of Automobile 
Manufacturers of South Africa (NAAMSA, 2004) indicating the growth of this 
industry: 
    
 
 
• The total retail sales of cars and commercial vehicles has grown from just 
under 45 000 in 1950 to just over 368 000 in 2003;   
• Exports of South African produced motor vehicles have grown from 8 976 
in 1995 to 114 909 vehicles exported in 2003; 
• Revenue generated by the South African motor trade during 2003 was in 
excess of 146.3 billion Rand compared to 128,2 billion Rand in 2002; 
• Employment has increased by just under 95 000 jobs from 1999 to 2003. 
2.3 The Importance of the Automotive Industry in South Africa 
According to NAAMSA (2004) the broader automotive industry represents the 
third largest sector in the South African economy, after mining and agriculture.  
It is the largest manufacturing sector with a contribution of 6,6 percent to the 
country’s gross domestic product and accounts for about 28 percent of the 
country’s manufacturing output.  Capital investment by motor manufacturers in 
South Africa is in excess of 14 billion Rand, while investment by the component 
supplier industry is estimated at about 7.5 billion Rand. 
This industry not only plays an important role in contributing to the economy of 
the country, but also plays a significant role in the employment of over 306 000 
employees, of which 74 500 are from the automotive components sector.   
Of the increase in employment levels, the components sector has experienced 
the highest out of all the manufacturing sectors of the automotive industry with 
a 27 percent change; while the vehicle and tyre manufacturing industries only 
experienced two percent each.  Table 2.1 illustrates employment levels for the 
industry. 
 
 
 
    
 
 
Table 2.1 Industry employment levels  
 1999 2000 2001 2002 2003 2004 
Vehicle 
manufacturing  
 
32 000 
 
32 300 
 
32 700 
 
32 370 
 
31 700 
 
31 500 
Automotive 
components 
 
67 200 
 
69 500 
 
72 100 
 
74 100 
 
75 000 
 
74 500 
Tyre 6 670 6 575 6 300 6 000 6 000 6 000 
Motor trade & 
distribution  
 
175 000
 
180 000 
 
182 000
 
185 000
 
191 000 
 
194 000
Source: NAAMSA annual report, 2004 
 
2.4 The Motor Industry Development Programme  
 
The launch of the Motor Industry Development Programme (MIDP) in 1995, 
which will expire in 2012, has succeeded in boosting exports and foreign 
exchange earnings for South Africa.  The programme provides export incentives 
for the industry and has encouraged global motor manufacturers to award 
lucrative production contracts to their South African plants (Robertson, 2005).  
Exports of South African produced motorcars have grown from 8 976 vehicles 
exported in 1995 to 114 909 vehicles exported in 2003 (NAAMSA, 2004). 
 
The Motor Industry Development Programme (MIDP) is aimed at making the 
South African automotive sector internationally competitive through phased 
global integration, increasing the volume and scale of local production, 
expanding exports, and modernising and upgrading the industry. 
 
2.4.1 Key objectives of the MIDP 
 
According to the annual report of NAAMSA (2004) the following are the main 
objectives of the MIDP: 
    
 
 
• To improve the international competitiveness of the South African 
automotive manufacturing and associated industries; 
• To improve vehicle affordability in the domestic market; 
• To stabilise employment levels in the industry;  
• To create a better balance between the industry’s foreign exchange usage 
and foreign exchange earnings; and 
• To encourage growth in the vehicle market and in the component 
manufacturing industry particularly in the field of exports. 
 
2.4.2 Performance of the MIDP 
 
The best way to measure the performance of the MIDP is in relation to the key 
objectives of the programme. 
 
2.4.2.1 To improve international competitiveness 
 
According to the annual report of NAAMSA (2004) the automotive industry has 
modernised extensively with a rapid improvement in both quality and 
productivity.  Domestic production has been substantially rationalised with all 
manufacturers focusing on economies of scale production for both the domestic 
and international markets.   
Largely as a result of the MIDP, South African companies have been awarded 
contracts to export vehicles or components to markets abroad.  Robertson 
(2005) believes these contracts have enabled the industry to capitalise on 
economies of scale and move away from a low-volume, high-variety and high-
cost production structure to a high-volume, low-variety and low-cost production 
model. This is vital for sustainable competitiveness in automobile manufacturing. 
    
 
 
Considerable further progress by the South African automotive industry is 
needed to reduce the cost gap between world-class benchmarks in an 
international environment, which is characterised by extreme competition and 
continuous cost reductions in prices of components and vehicles. 
2.4.2.2 To improve vehicle affordability 
 
Over the period 1995 to 2004 average annual new vehicle prices in six out of the 
ten years were below the average annual inflation rate of South Africa (NAAMSA, 
2004).   
 
2.4.2.3 To stabilise employment levels 
 
The total employment of the automotive industry has increased from 280 870 in 
1999 to 303 700 jobs by the end of 2003 (NAAMSA, 2004). 
 
2.4.2.4 To create a better balance between foreign exchange usage and 
earnings 
 
The overall automotive industry trade deficit has decreased from 14.1 billion 
Rand in 1996 to 9.1 billion Rand in 2003.  According to NAAMSA (2004) current 
projections suggest that the industry will break even by 2007 with the expected 
growth in exports. 
 
2.4.2.5 To encourage growth in the field of exports 
 
According to NAAMSA’s annual report (2004) the value of component and vehicle 
exports has increased from 4.2 billion Rand in 1995 to 40.7 billion Rand in 2003. 
 
    
 
 
Table 2.2 shows substantial growth in exports from 1995 to 2001.  The exports 
of South African manufactured vehicles consolidated at fairly high rates during 
2002 and 2003. 
 
Table 2.2 Number of new vehicle exports  
1995 1996 1997 1998 1999 2000 2001 2002 2003 
15 764 11 553 19 569 25 896 59 716 68 031 108 293 125 306 126 661 
Source: NAAMSA, 2004 
 
Figure 2.1 illustrates the value of exports for South Africa.  The export of both 
automotive components and vehicles showed strong growth from 1995 to 2001.  
The value of exports for the component sector is higher than that of assembled 
vehicles.  The components sector is therefore not only supplying local motor 
manufacturers, but also exporting their products abroad.  Major automotive 
component exports comprise catalytic converters, engines, engine parts, tyres, 
road wheels, automotive tooling, wiring harnesses, silencers and exhausts. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
    
 
 
Figure 2.1 Industry revenue export figures: Comparison between 
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2.5 Conclusion 
 
The industry’s track record during the implementation of the MIDP has been 
positive and it remains one of the most impressive South African business 
success stories of the past decade (NAAMSA, 2004).  However, the industry 
continues to face the challenges of continuous improvement in operational 
efficiencies and achievement of world-class manufacturing standards in terms of 
quality and costs.  Since the MIDP will not be in place forever, the challenge is 
for each organisation within the automotive industry to have a clear vision of 
their future competitiveness and the development of the industry in South Africa.   
 
    
 
 
More can and must be done to keep the automotive industry on track and to 
position South Africa as a leading producer in the global assembly and 
component sector. The developments so far are just the beginning.   
 
This chapter has explained the key role of the South African automotive industry, 
not only to the economy but also to employment.  In Chapter three the subject 
of intrapreneurship will be thoroughly investigated clearly indicating its 
importance to the automotive industry when striving for continuous improvement 
and in the achievement of world-class standards.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
    
 
 
CHAPTER 3 
INTRAPRENEURSHIP 
 
3.1 Introduction 
 
The continuous changing of world markets has forced many large organisations 
to be more innovative and flexible than they have ever been in the past (Hamel 
cited in Kirby, 2003: 299).  The basic challenge that faces organisations is to re-
invent themselves and their industry by integrating the strengths of the 
entrepreneurial small firm, such as creativity, flexibility and innovativeness, with 
the market power and resources of the large organisation (Kirby, 2003: 300). 
 
According to Timmons (1999: 246) the global economy has resulted in the 
application of entrepreneurial principles in traditionally large corporations, by 
creating a “marriage” between entrepreneurial creativity and corporate discipline, 
cooperation and teamwork. 
 
Ohmae cited in Grant (2002: 17) defines business strategy as competitive 
advantage, as the sole purpose of strategic thinking is to enable an organisation 
to gain a sustainable competitive edge over competitors.  Ireland, Hitt and 
Sirmon (2003: 963) explain that strategic entrepreneurship involves 
simultaneous opportunity-seeking behaviours or entrepreneurship and 
advantage-seeking behaviours or strategic management, both of which result in 
the superior performance of an organisation.  Both behaviours are necessary for 
wealth creation, but alone neither is sufficient (Ireland et al, 2003: 965). 
 
In Chapter two the vital role of the automotive industry within South Africa was 
analysed, Chapter three will focus on the role of intrapreneurship in gaining 
competitive advantage. 
    
 
 
3.2 Intrapreneurship defined 
 
Intrapreneurship is the striving for entrepreneurship within the confines of the 
large organisation, thereby providing large organisations with opportunities to 
adapt quickly to changes in the market place, in order to not only survive but 
also compete in the ever-changing global economy (Coulter, 2003: 10). 
 
Intrapreneurship can be defined as the process of developing innovative 
products or processes by creating an entrepreneurial culture within an already 
existing organisation (Fry cited in Hill, 2003: 19).  By innovating, intrapreneurs 
continually demonstrate their ability to seize opportunities and convert these 
opportunities into marketable ideas, thereby becoming catalysts for change. 
Bostjan and Hisrich (2000: 2) agree that intrapreneurship is the pursuit of 
creative or new solutions to challenges facing the firm, including the 
development or enhancement of old and new products, markets and 
technologies. 
 
Robinson (2001: 2) identifies three key variables that influence the level of 
intrapreneurship within an organisation.  Firstly the individual, as this variable 
most directly impacts on the level of intrapreneurship in an organisation as it 
relies on the autonomous actions of individuals to initiate new ideas.  Secondly 
the organisation and its culture, structure, strategy and resourcing all influence 
the number of new ideas that are proposed and what happens to them.  Lastly 
the external environment can either provide conditions to encourage or inhibit 
intrapreneurship.  If an organisation operates in a stable environment there is 
less motivation to be intrapreneurial, while dynamic environments encourage 
organisations to pursue innovation and intrapreneurship to achieve competitive 
advantage.  
 
    
 
 
Hisrich and Peters cited in Rwigema and Venter (2004: 77) identify four elements 
that characterise intrapreneurship: 
• Internal new venture creation: this involves the formation of a new 
venture within the corporate environment and may involve the sale of a 
new technology or product or an improvement in existing products and 
processes; 
• Innovation: this adds value as it involves reinventing products in a 
profitable manner; 
• Self-renewal: this involves the continuous search for improved processes, 
ideas, markets and products; and 
• Pro-action: this is characteristic of intrapreneurs as they anticipate and 
plan for change rather than react to it. 
 
3.3 Entrepreneurship and Intrapreneurial Organisations 
 
Many intrapreneurial characteristics are similar to those of traditional 
entrepreneurship.  Kirby (2003: 300) identifies that these characteristics focus on 
innovation, adding value and an investment in “risky” activities.   
The differences, however, include the following: 
• Intrapreneurship is restorative, while entrepreneurship is developmental; 
intrapreneurship is intended to counter stagnation and restore an 
entrepreneurial culture.  Developmental entrepreneurship creates a 
venture where none existed before; 
• The entrepreneur is concerned with overcoming obstacles in the market, 
while the opposition to the intrapreneur is the corporate culture; 
• Funding is usually a constraint to the entrepreneur, while funding to the 
intrapreneur is usually considerable (Kirby, 2003: 300). 
 
Ireland et al (2003: 963) believe that small entrepreneurial ventures are effective 
in identifying opportunities but are less able in developing competitive 
    
 
 
advantages required to gain value from these opportunities.  While larger, more 
established organisations are more effective in establishing competitive 
advantage but are less successful at identifying new opportunities. 
 
According to Miller cited in Kirby (2003: 211) intrapreneurship is an 
organisational level process involving innovation, pro-activeness and risk taking.  
The entrepreneurial orientation of an organisation is demonstrated by the extent 
to which it is inclined to continuously innovate in order to gain competitive 
advantage, to proactively capture market opportunities and to take calculated 
risks.  Robinson (2001: 3) takes this thought a step further explaining that the 
organisation needs to determine whether it will pursue innovation and 
intrapreneurship through formal or informal processes, then resources must be 
provided and linked to the strategic intent of the organisation.   
 
Grant (2002: 23) defines the two basic levels of strategic planning within an 
organisation.  Corporate strategy is the scope of the firm in terms of the 
industries and markets in which it chooses to compete and includes decisions 
such as investment in diversification, vertical integration, acquisitions and new 
ventures as well as the allocation of resources.  Business strategy is concerned 
with how a firm competes within a particular industry.  In order to prosper a firm 
must establish a competitive advantage over its rivals. 
 
Management’s willingness to support new ventures and the creation of an 
organisational structure and corporate culture that encourages and sustains 
intrapreneurship is of key importance.   
 
3.3.1 Types of organisational structures 
 
The intrapreneur requires a specific organisational structure in which to operate, 
Coulter (2003: 180) identifies two diverse types of organisational structures: 
    
 
 
• The mechanistic organisation 
The mechanistic organisation is a rigid and tightly controlled structure 
characterised by high specialisation, rigid departmentalisation, a clear chain 
of command and narrow spans of control.  There is limited information 
networking within the organisation and little or no participation by employees 
in decision-making.  The focus within this type of organisation tends to be on 
efficiency and cost minimisation (Coulter, 2003: 180). 
 
• The organic organisation 
The organic organisation has a structure that is highly adaptive and flexible, 
with limited formalisation and little direct supervision of employees.  
Employees are highly skilled and trained; this together with the support 
provided by team members empowers them to handle diverse job-related 
problems where rigid controls are unnecessary (Coulter, 2003:180). 
 
Wickham (1998: 77) identifies the concept of an organisation as an abstract that 
cannot be physically seen, only the actions of individuals operating within the 
organisation can be observed.  It is these actions that must be co-ordinated and 
directed towards a common goal.  Intrapreneurs should be powerful figures 
within their organisations, as the organisation creates an extended system of 
opportunities and provides them with the resources to do what they would not 
be able to do as an individual. 
 
Timmons and Stevenson cited in Timmons (1999: 241) have taken the concept 
of the organisation and developed a model illustrating the principal driving forces 
of entrepreneurial activity within the organisation.  (Appendix 3.1) 
 
Appendix 3.1 (page 106) paints a clear picture; as to how rejuvenators and 
innovators should drive large, established organisations with a focus on seeking 
and exploiting new opportunities.  Even though the organisation is formalised it 
    
 
 
should remain entrepreneurial.  Mature organisations have a formal structure, 
but should strive for an entrepreneurial focus rather than administrative.  
 
Some organisations exist in industries where survival depends on innovation.  
People with ideas or idea generators are essential, while people are also needed 
to champion ideas at higher levels so that they make it to the strategic agenda.  
The generators are not always the best managers and therefore orchestrators 
are also required to make sure the ideas are implemented.  The organisation 
needs to select and develop people to fill these roles.   
 
3.4 Intrapreneurial Development 
 
According to the Harvard Business Review (1999: 2), companies that want 
intrapreneurship to flourish have to take it seriously as it will not work without a 
commitment of time and funding, together with a willingness by top 
management to implement winning ideas.  Added to this are three keys to 
success.  Firstly, intrapreneurship does not come naturally, training and coaching 
is essential because as Pinchot cited in the Harvard Business Review (1999: 2) 
puts it, an employee with an idea may not know how to evaluate it, let alone 
turn it into a viable business plan.  The goal is not to simply come up with 
suggestions but to foster new ventures. 
 
Secondly, intrapreneurs need incentives and a safety net, there has to be some 
sort of rewards associated with successful intrapreneurship even though they will 
never match the rewards of starting a successful business outside the 
organisation.  However, those who fail can be given a “soft landing” by returning 
to their old jobs.   
 
Lastly, what counts is the follow up; companies must learn to develop new 
ventures within the organisation.  This involves investing heavily in ideas that 
    
 
 
have passed the initial hurdles and recruiting leaders who are business builders.  
Providing suitable incentives, creating customised budgeting cycles and 
management processes, while also monitoring progress through measures such 
as revenue growth and market share rather than bottom-line earnings.  
 
If established organisations are to re-invent themselves innovation is needed as 
an integral part of all organisational structures and systems.  Kirby (2003: 302) 
identifies a number of factors that should be considered in this endeavor. 
 
3.4.1 Committing the organisation 
 
Innovation is a bottom-up process that can only be successful if supported from 
the top.  Top management commitment means the entire firm believes in the 
benefits of intrapreneurship and change is made to make the intrapreneurial 
process successful.  Adams (1995: 2) explains that a successful intrapreneurial 
program will not be successful by merely recognising ideas and providing 
financial support, but rather ventures must have clear objectives from day one 
and a company’s management philosophy and general corporate strategy must 
be carefully considered, as the company must be totally committed to supporting 
the intrapreneurial venture. 
 
Banerjee (2001: 2) agrees that organisations are now realising the need to foster 
a spirit of entrepreneurship in their employees so that each group within the 
organisation can function independently and work faster to meet customer needs 
and demands.       
 
3.4.2 Choosing the organisational structure 
 
When the entire organisation adopts a philosophy of intrapreneurship it results in 
an organic structure, which is flexible and highly adaptive by nature with little 
    
 
 
direct supervision of team members.  It is a structure where flexibility and 
experimentation are promoted.  A cellular structure allows each team or cell to 
operate as an autonomous entrepreneurial business unit that is close to its 
customers.  Individual cells can grow according to developments in the market 
and risks are taken without damaging the entire organisation if they fail. 
 
Rwigema et al (2004: 79) add that the trend nowadays is for organisations to 
move away from bureaucratic management and to make way for more flexible 
decision making with shorter communication channels.  To stay competitive in a 
global market some organisations may outsource non-core functions while 
delegating maximum power to divisions operating as profit centres.  This re-
organisation improves flexibility. 
 
Kanter cited in Timmons (1999: 246) suggests that the organisation needs to 
perform the “ultimate balancing act.  Cut back and grow.  Trim down and build.  
Accomplish more, and do it in new areas, with fewer resources”.  
 
Not only the success of an organisation but also its survival depends on its ability 
to be innovative.  Galbraith and Kazanjian cited in Dobson et al (2004: 160) have 
developed an interactive design for organisations with innovation as a core 
strategic objective, with the need for innovation driving the entire organisation  
(Appendix 3.2, page 107). 
 
3.4.3 Strategy as a quest for value 
 
Business is about creating value as there is more to business than making 
money.  Profit maximisation or rather shareholder value maximisation provides 
the foundation for strategy analysis but it does not provide motivation or 
direction, as according to Grant (2002: 59) the most successful organisations are 
fired with a sense of purpose that extends well beyond the desire for wealth.   
    
 
 
There are three concepts that assist companies in thinking about their identity, 
purpose and the fundamental features of their strategy.  These concepts are 
values, mission and vision. 
 
All firms possess broader organisational values that are vital to their sense of 
who they are, what they represent, what they want to achieve and how they 
intend to achieve it.  Dobson et al (2002: 13) identify that guiding principles or 
organisational values should include the following: the role of quality to achieve 
customer satisfaction; the role of customers and the market forming the focus of 
everything the organisation does; the role of products and services that are 
better than competitors; the role of continuous improvement and a continuous 
striving for excellence is essential for success; the role of teamwork and an 
atmosphere of trust and respect to ensure mutually beneficial relationships are 
maintained; the role of integrity, should never be compromised as well as the 
role of social responsibility and the importance of making positive contributions 
to society.  The starting point of strategic intent is an idea of why the business 
exists.  A mission statement is a statement of the firm’s purpose and a vision 
provides a view of what the firm desires to become. 
 
Grundy and Brown (2002: 87) identify customers as a wonderful source of 
strategic inspiration.  Dobson et al (2004: 119) agree that the choice of strategy 
is not only financial and how the organisation looks to shareholders, but that 
another three perspectives should also be considered.  Firstly, the customer 
perspective and how the customer views the organisation.  Secondly, the internal 
business perspective and what the organisation is aiming to excel at.  Lastly, the 
innovation and learning perspective and how the organisation can continue to 
improve and create value.        
 
 
 
    
 
 
3.4.4 New product development and intrapreneurial training 
 
 A new product division should be established at vice-presidential level to 
facilitate the development of new products that will keep in touch with customer 
needs.  This division encourages others in the organisation to make proposals so 
that worthwhile projects can be granted funding (Kirby, 2003: 303). 
 
Intrapreneurial training should form part of the Human Resources function, 
training managers in intrapreneurship or arranging for them to attend off-site 
seminars and conferences.   Rwigema et al (2004: 89) agree that training on the 
benefits of intrapreneurship is essential together with training in functional 
aspects such as business plans, customer focus and competitive advantage. 
 
3.4.5 Developing an intrapreneurial culture 
 
The culture of an organisation is a system of shared values and beliefs that 
shape a firm’s structural arrangements and its members’ actions that produce 
behavioural norms (Ireland et al, 2003: 970). 
  
Banerjee (2001: 1) believes that developing an intrapreneurial culture within the 
organisation should include four principles; firstly, promoting continuous 
communication between top management with everyone down the line and 
across the board as this gives employees a sense of empowerment.  Secondly, 
no one should ever be made to feel inferior therefore no differentiation should 
ever be made between different approaches.  Thirdly, believing in collaboration 
and partnership throughout the organisation so that every group has to work 
with every other group and lastly, a belief that the customer is supreme. 
 
If a corporation is to be truly intrapreneurial, the entire corporate culture must fit 
the intrapreneurial mould.  This is not an immediate change, but develops over 
    
 
 
time.  Pinchot cited in Kirby (2003: 303) identifies ten principles involved in this 
development: 
• Self-selection - intrapreneurs appoint themselves and are self-starters 
who pursue their own ideas; 
• No “hand-offs” – There is continuous involvement as the initiator is 
involved throughout the project’s development.  Even though other 
individuals may be brought in, the originator retains membership of 
the intrapreneurial team; 
• The “doer” decides – The initiator must be allowed to continue for as 
long as it is believed the project is viable; 
• Excess resources beyond those required for normal output – These 
are discretionary resources that can be channeled to an intrapreneur 
for a project that would otherwise not have been funded;   
• Ending the home run philosophy – Realising that not all projects will 
be major successes; 
• Adopting a tolerance for risk, failure and mistakes; 
• “Patient money” – Being willing to invest funds in intrapreneurial 
ventures without expecting an immediate return; 
• Cohesiveness – Seeing the organisation as a family of teams working 
towards the same goals.  Working together is encouraged, resources 
are shared, ideas are exchanged, moral support is provided and 
assistance is given without regard to claims of ownership; 
• Cross-functional teams – For intrapreneurship to operate at its best 
individuals with different specialities must be encouraged to work in 
teams; 
• Multiple options – Requirements of a particular project may not be 
entirely known at the beginning of a project, therefore multiple 
options should be followed. 
 
    
 
 
Culture is shared and influences every aspect of organisational life including 
strategy, structure, relationships, communication and interpretation of the 
business environment.  Kirkbridge cited in Rwigema et al (2004: 85) suggests 
that there needs to be a commitment to change inspired by top management, 
while at the same time developing a shared vision for the future of the company.   
The key is inspiring employees to follow it and adapting the organisational 
structure, its policies and systems. 
   
Since culture is collectively owned, persuasion should be used rather than 
coercion.  According to Ireland et al (2003: 970) an effective entrepreneurial 
culture is one in which new ideas and creativity are expected, risk taking is 
encouraged, failure is tolerated, learning is promoted, product and process 
innovations are praised and continuous change is necessary to take advantage of 
opportunities.  
 
3.4.6 Intrapreneurial Managers 
 
Ireland et al (2003: 971) believe that the success of any organisation is directly 
linked to its leadership.  Intrapreneurial leadership is the ability to influence 
others and to manage resources strategically so as to promote both opportunity-
seeking and advantage-seeking behaviours.  Covin and Slevin cited in Ireland et 
al (2003: 971) argue that intrapreneurial leadership is characterised by six 
principles: 
• Nourish intrapreneurial capability, as human capital is the source of 
strategic intrapreneurship; 
• Protect “threatening” innovations, effective intrapreneurial managers 
should share information and explain the potential benefits; 
• Make sense of opportunities, communicate the value of opportunities and 
how exploiting them contributes to the organisation’s overall goals 
together with the individual’s goals; 
    
 
 
• Question the dominant logic, assumptions regarding industries and 
markets that influence a firm’s opportunity- and advantage-seeking 
behaviours should be questioned to determine their continued validity.  In 
this way a firm is successfully positioned to identify value-creating 
opportunities; 
• Revisit the “simple questions” that may be deceptive, intrapreneurial 
leaders should examine questions about the validity of the markets in 
which the firm operates, the company’s purpose, how success is defined 
and relationships with stakeholders.  Revising these questions over time is 
essential as the answers influence what the firm identifies as opportunities 
and how resources are managed to exploit these opportunities; 
• Link intrapreneurship and strategic management, effective leaders should 
believe that to create the most value a firm must develop a culture where 
resources are managed strategically (advantage-seeking) yet also 
intrapreneurial (opportunity seeking). 
 
According to Timmons (1999: 243) successful intrapreneurial managers have the 
developed capacity to exert influence without formal power.  These managers 
are skilful at conflict resolution and they know how to use logic to persuade, as 
they must operate in a world that is increasingly interdependent.  A successful 
intrapreneurial manager must learn to get along with many different players 
often with conflicting goals.  These players may consist of customers, suppliers, 
team-members as well as top management. 
 
Kanter cited in Van Aardt, van Aardt and Bezuidenhout  (2000: 20) believes that 
intrapreneurial managers must be comfortable with change while at the same 
time applying an integrated approach to problem solving.  Successful 
intrapreneurial managers need to understand their interdependencies and 
therefore demonstrate mutual respect, openness, trust and mutual benefit into 
their participative management style.  Timmons (1999: 244) however identifies, 
    
 
 
that there are issues that confront intrapreneurial managers on a day-to-day 
basis: 
• Compounding of time and change – when attempting to remain 
competitive, change, ambiguity and uncertainty seem to be the only 
things that remain constant.  One result of change is new customers, new 
technologies, new competitors, new markets and new people.  With 
extremely short lead and lag times bringing new products to market, 
dealing with the effects of rapid obsolescence, the effects of change and 
time are extreme; 
• Nonparametric events – Intrapreneurial management is characterised by 
nonparametric events in the improvement of products and systems. 
• Relative inexperience – The birth and growth of new systems, from new 
technology, to customers, people and products are usually unique events 
that cannot be duplicated; 
• Unconventional decision-making – Successful intrapreneurial managers 
have the ability to discover new market niches.  Change resulting in new 
products in new markets may result in unconventional and non-traditional 
decision-making approaches;   
• Fluid structures and procedures – Intrapreneurial organisations defy 
traditional organisational structures.  The organisational structure is 
usually flat and there is easy accessibility to top decision makers.  This 
informality however does not mean sloppiness when it comes to goals, 
standards, or clarity of purpose.  It does mean responsiveness and the 
ability to react to rapid change while still maintaining financial and 
operational cohesion; 
• Entrepreneurial culture – Intrapreneurial organisations have a value 
system that promotes a common belief in growth, achievement, 
improvement and success.  Goals and the market set priorities rather than 
whose territories are being challenged.  Managers are not driven by 
    
 
 
status, power and personal control, as they are more concerned with 
making sure tasks, goals and roles are clear.    
 
3.4.7 Managing resources strategically 
 
According to Ireland et al (2003: 973) there are three critical resources required 
for successful strategic intrapreneurship.  Firstly, financial capital, which includes 
all the different monetary resources firms can use to develop and implement 
strategies.  Secondly, human capital, the knowledge and skills of the firm’s entire 
workforce and lastly, social capital, the set of relationships between individuals 
(internal social capital) and between individuals and organisations (external 
social capital) that facilitate action. 
 
Managing resources strategically requires the continuous evaluation of the 
potential for individual resources to create synergy when combined with other 
resources.  The purpose of combining resources is to organise them in ways that 
contribute to recognising and exploiting entrepreneurial opportunities that lead to 
the development of competitive advantage.  The most effective set of combined 
resources is where they can be appropriately leveraged to exploit opportunities 
and develop competitive advantage.   
 
3.4.8 Identifying intrapreneurial talent 
 
Once the intention to develop an intrapreneurial culture is made, some 
intrapreneurs will emerge automatically as they may be working on projects 
secretly or developing projects in their minds.  Others who possess ideas and 
skills will need to be identified.  The most optimum results can be achieved by 
pairing a creative person with a good manager. 
 
    
 
 
The best intrapreneurs are results-oriented, ambitious, rational, competitive, 
questioning individuals who dislike bureaucracy and are challenged by 
innovation, but who understand the dynamics of the organisation and believe in 
their colleagues.  A support system of people who are comfortable with 
entrepreneurial tendencies, who can cope with uncertainties, long lead times, 
indefinite resources and new products or processes are needed (Kirby, 2003: 
303).       
 
According to Dobson et al (2004: 159) an innovative organisation needs people 
with ideas or “idea generators” and people are also needed as “champions” to 
ensure these ideas make it to the strategic agenda.  Since the generators are not 
necessarily the best managers, “orchestrators” are also needed to implement the 
new ideas. 
 
3.4.9 Rewarding intrapreneurs 
 
This is a complex issue as unlike the entrepreneur the intrapreneur is not willing 
to give up a salaried position, while at the same time they believe that if they are 
willing to work on risky projects that have the potential to make large profits for 
the organisation they should benefit from them. 
 
Rewards are needed for people involved in innovation, from the idea generator 
to the idea manager to the idea orchestrator.  The recognition structure for the 
intrapreneur should be both monetary and non-monetary.  Monetary could 
include bonuses, profit sharing, share incentives/options or the freedom to use 
corporate resources to fund product and process development.  Non-monetary 
might include formal recognition of performance, the provision of discretionary 
funds, the establishment of support groups or dual promotion systems that 
recognise performance in innovative project development (Kirby, 2003: 304). 
 
    
 
 
3.4.10 An identifiable system of administering and evaluating projects 
 
A policy for evaluating projects must be developed and communicated to all 
staff.  According to DeSarbo, MacMillan and Day cited in Kirby (2003: 305) there 
are six variables that are essential to managers when projects are evaluated: 
• High corporate fit, the project should be relevant to the goals of 
the organisation; 
• Low initial investment and minimal capital expenditure; 
• An experienced venture champion; 
• Experience with the product; 
• Innovation with low competitive threat; and 
• High gross margin and a high rate of return. 
 
3.5 The Intrapreneur 
 
3.5.1 The role of the intrapreneur 
 
Intrapreneurs have the responsibility of finding innovative ideas, either new ones 
or improvements on existing processes, and turning them into profitable 
products or services.  Rwigema et al (2004: 78) believe that intrapreneurs are 
motivated self-starters driven by opportunities and determined to succeed 
against the odds.  Failure is not negative, but simply motivates them to find 
better solutions. 
 
It all starts with an idea, which is then refined into a viable opportunity by 
evaluating its technological feasibility, marketability and profitability.  All this is 
expressed in terms of a business plan that explains the goals, strategies and 
budgets of the opportunity.   The thinking processes of an intrapreneur involve 
the exploiting of new technologies and markets to produce new products and 
    
 
 
processes.  Intrapreneurs challenge the conventional, as their thinking 
challenges the norm and forces a shift in paradigms (Rwigema et al, 2004: 79). 
 
Pinchot cited in Kirby (2003: 310) adds that the intrapreneur needs the support 
of the most senior person in the organisation, without it, the task at hand 
becomes that more difficult.   The intrapreneur should adopt the following ten 
guiding principles: 
• Come to work each day with the willingness to be fired; 
• Find a way around any orders aimed at stopping them achieving their 
dream; 
• Do any job needed to make the project work, regardless of the job 
description; 
• Network with the right people and gain their support; 
• Build a spirited team of the best people; 
• Work underground for as long as possible, as publicity triggers the 
corporate resistance mechanism; 
• Be loyal to sponsors; 
• Ask for forgiveness rather than permission; 
• Be true to goals and realistic about how to achieve them; and 
• Keep the vision strong. 
 
Robinson (2001: 3) agrees with the above-mentioned list, but adds that the 
intrapreneur should share credit wisely, while asking for advice before asking for 
resources.  Building the best team involves following one’s intuition about people 
and only betting on a race one is a part of. 
 
By adhering to these principles Kirby (2003: 311) believes it is amazing what can 
be achieved from the bottom up.  However a recognisable change process 
should be implemented to increase the likelihood of success still further. The 
intrapreneur must become personally involved and committed to drive 
    
 
 
intrapreneurship within the organisation.  To be successful Robinson (2002: 2) 
believes the individual must simultaneously take on a number of roles, becoming 
director, innovator, manager and entrepreneur.    
 
Timmons (1999: 220) has identified the following desirable attitudes and 
behaviours of an intrapreneur: 
• Commitment and determination – Successful intrapreneurs can overcome 
incredible obstacles with these two attributes.  Intrapreneurs are 
extremely persistent, yet they are also realistic in recognising what they 
can and cannot do.   With personal discipline and decisiveness they are 
able to commit and decommit quickly.  With a willingness to undertake 
personal sacrifice they totally immerse themselves in the task at hand; 
• Leadership – Successful intrapreneurs are self-starters, team builders and 
reliable thereby inspiring others.  They build trust, practice fairness and 
treat others, as they would want to be treated.  They are patient leaders, 
capable of installing tangible visions and managing for the long haul; 
• Opportunity obsession – Successful intrapreneurs are obsessed with 
value creation, as they are orientated to the goal of pursuing an 
opportunity for accumulating resources.  This obsession means being 
market driven and having an intimate knowledge of customers’ needs; 
• Tolerance of risk and uncertainty – Successful intrapreneurs are not 
gamblers they take calculated risks.  Intrapreneurs tolerate uncertainty 
and a lack of structure.  They are comfortable with conflict as they have 
an ability to resolve problems and integrate solutions; 
• Creativity, self-reliance and an ability to adapt – Successful intrapreneurs 
believe in themselves and believe that their accomplishments lie within 
their own control.  They are able to adapt to change and are creative 
problem-solvers with unconventional, open minded, lateral thinking; 
    
 
 
• Motivation to excel – Successful intrapreneurs are goal-and-results 
orientated with high, but realistic goals and they insist on the highest 
personal standards of integrity and reliability. 
  
3.5.2 The main focus of an intrapreneur 
 
According to Wickham (1998: 21) managing intrapreneurship is aimed at 
pursuing opportunity and change focusing on the organisation.  A focus on 
change means intrapreneurs are not important as much for the results of their 
activities as for the difference they make.  They bring ideas, resources and 
people together to change existing organisations so that they are able to better 
meet customer demands. 
 
A focus on opportunity means intrapreneurs are constantly seeking out the 
possibility of doing things better, they innovate in order to create new value.  
Intrapreneurs are more interested in pursuing opportunities than conserving 
resources, as resources are stretched to the limit in order to offer a good return. 
 
A focus on the organisation means that intrapreneurs view the organisation as a 
whole with functional groups working together towards strategic objectives and 
vision.  
 
3.6 The Change Process 
 
3.6.1 Resistance to change 
 
It is imperative that intrapreneurs understand the barriers to change and Connor 
cited in Kirby (2003: 311) describes the following reasons why people resist 
change: 
    
 
 
• Lack of trust; people distrust the person who proposes change even if 
there is no obvious threat, as people often imagine there are hidden 
implications that will only become clear later in the change process; 
• Belief that change is unnecessary; especially if the current way of doing 
things is successful.  This resistance may be further aggravated if top 
management has over exaggerated the successes of the organisation in 
order to maintain company morale and shareholder confidence; 
• Beliefs that change is not feasible; change is often resisted when it is 
believed the proposed solution is unlikely to succeed and the proposed 
change is radically different from that which has been done before.  The 
failure of previous change programmes also creates skepticism; 
• Economic threats; resistance to change is likely if there is a perceived loss 
of personal income or job security even if it likely to benefit the 
organisation.  This is especially true when people are being replaced with 
technology; 
• Relative high cost; the costs involved with change are inevitable and are 
usually difficult to identify;   
• Fear of personal failure; people may be concerned about their ability to 
cope with the new ways of getting things done; 
• Loss of status and power; these concerns need to be dealt with as major 
change usually does result in some sort of shift in power and status of 
both units and individuals; 
• Threats to values and ideals; 
• Resentment of interference; resistance may be the result of not wanting 
to be controlled by others. 
 
 
 
 
 
    
 
 
3.6.2 Facilitating the change process 
 
To facilitate the change process Rwigema et al (2004: 86) advise that those 
affected by the change should be consulted and should participate in discussions.  
If one fails to do this, change will be faced with resistance.    
 
At whatever level the intrapreneurs operate within the organisation their key 
roles should be to formulate an integrating vision, identify and assemble a 
coalition of supporters and then guide and co-ordinate the change process.  
Subordinates should also be encouraged to develop a strategy transforming their 
own areas or responsibility in a manner that is appropriate to them, providing it 
is consistent with the vision.  The intrapreneur should not dictate the change 
process, but should rather facilitate this process through providing 
encouragement, support and resources.  Yuki as quoted by Kirby (2003: 313) 
suggests that the intrapreneur be involved in two overlapping sets of actions 
involving “political or organisational actions” and “people actions”.    
 
3.6.2.1 Organisational politics 
 
The set of actions to facilitate change at the organisational level should involve 
the following components: 
 
• Determine who can oppose the change process and decide how to deal 
with them; 
• Build a broad support base for the proposed change; 
• Fill key positions with competent change agents; 
• Use a task-force with members from all parts of the organisation to guide 
implementation; 
• Make dramatic, symbolic changes to emphasise the intrapreneurs 
commitment to change; 
    
 
 
• Begin with small steps to demonstrate success; 
• Change relevant parts of the organisational structure, with informal teams 
created to facilitate the transition without the expectation that they will 
become permanent; 
• Monitor the process of change to learn from the experience and to ensure 
effective co-ordination. 
 
3.6.2.2 People  
 
The set of actions that focus on the people part of the change process should 
involve the following components: 
 
• Create a sense of urgency about the need for change by explaining the 
problem and the implications of not changing; 
• Prepare people to adjust and help them deal with the negative aspects of 
change by knowing exactly what to expect; 
• Help people deal with the pain of change and the loss of familiar policies 
and practices; 
• Provide opportunities for early successes by breaking up the process into 
short-term goals, giving people confidence and converting sceptics; 
• Keep people informed about steps that have been initiated, changes that 
have been made, improvements that have been achieved and difficulties 
that have been encountered; 
• Empower people to innovate change, teams and individuals should be 
given the authority to make decisions and deal with problems; 
• Demonstrate continued commitment to change, the intrapreneur must 
invest personal time, energy and effort, being seen to assist in 
overcoming difficulties and resolving problems (Kirby, 2003: 313). 
 
 
    
 
 
3.7 Barriers to Intrapreneurship 
 
There are many reasons why large organisations have difficulty developing an 
intrapreneurial corporate culture and maintaining it.  According to Kirby (2003: 
301) the following factors relate to this dilemma: 
 
• The nature of a large organisation 
 
The traditional corporate culture of the large organisation has a climate and 
reward system that favours conservatism and the status quo in decision-making.  
The traditional corporate culture is to follow given instructions with no making of 
mistakes and no failure, not taking the initiative but rather waiting for 
instructions.  
 
Hisrich and Peters (1992: 534) identify that there are many factors that hinder 
the development of an intrapreneurial culture.  Impersonal relationships make it 
difficult to ensure the appropriate level of entrepreneurial activity.  Multiple levels 
of management stifle innovation, as each level has the potential to eradicate the 
project before it is funded.  The need to control the business results in the 
establishment of fixed, quantifiable performance standards and rules become 
more important than entrepreneurial behaviour.  The traditional corporate 
culture favours conservatism and budgets force managers to plan short-term 
cost reductions in order to stay within budget. 
   
• The need for short-term profits 
 
According to Kirby (2003: 301) an established organisation’s main measure of 
success are short-term profits, as they assist in keeping stock levels up and 
attracting investors.  Strategies focus on short-term performance rather than 
    
 
 
long-term investment and intrapreneurial ventures tend to lose money at first 
and require investment without any guarantees of success. 
 
• Lack of entrepreneurial talent within the organisation 
 
Entrepreneurs tend to not be attracted to the bureaucracy of the large 
organisation.  Bureaucratic organisations view such individuals as “loners” rather 
than team players who are often irresponsible and who do not conform to the 
standards set by the corporation.  This type of mind-set usually leads to 
entrepreneurs feeling low levels of job satisfaction, which often leads to their 
leaving the organisation (Fry cited in Hill, 2003: 26). 
  
• Inappropriate means of compensation 
 
Large organisations have few means to compensate creative employees, as 
promotion tends to move talented individuals into management positions and 
this takes them out of the surroundings in which they were most productive. 
 
3.8 The Need for Intrapreneurs within the Organisation 
 
• Organisational renewal 
 
The main reason why intrapreneurship is significant to the organisation is that it 
aids organisational rejuvenation.  No matter how large or successful, an 
organisation that clings to the status quo will stagnate.  It is only when 
organisations are able to review their changing strengths and weaknesses 
against current opportunities and threats that they will become more 
competitive.  Intrapreneurs seek solutions to emerging problems or design new 
products and processes to meet changing needs (Rwigema et al, 2004: 80). 
 
    
 
 
• Retaining innovative employees 
 
Rwigema et al (2004: 81) believe that promoting intrapreneurship within the 
organisation is necessary to retain innovative employees.  By giving 
intrapreneurs the freedom to experiment and innovate, top management 
provides opportunities for employees to develop their creative potential. 
 
• Growth and profitability 
 
Goals of increased growth and maximisation of profits also place great 
importance on intrapreneurship within the organisation.  According to Rwigema 
et al (2004: 81) an organisation’s future is directly proportional to the inflow and 
quality of internal start-ups.  Introducing new products and processes also 
assists in diversifying the organisation. 
 
Improved organisational results, usually in terms of growth and profitability, are 
thought to be the direct result of entrepreneurship in established organisations.  
Intrapreneurial efforts have practical value when they result in processes that 
create value for the firm, such as reducing costs and improving performance 
levels, producing products and services that create value in the marketplace and 
what customers are willing to pay for.   
 
Firms that fail to engage in intrapreneurial behaviour are likely to be slower to 
react to external threats, and more likely to miss emerging opportunities, 
especially those with short-term decision-making (Bostjan and Hisrich, 2000: 4). 
 
 
 
 
 
    
 
 
3.9 Fostering an Intrapreneurial Climate 
 
In order to foster an intrapreneurial climate Hisrich and Peters as quoted by 
Rwigema et al (2004: 86) suggest the organisation should follow the following 
guidelines: 
 
• Optimising technology 
 
Technology is the application of scientific techniques to meet society’s challenges 
and it enables organisations to keep its products, processes and ideas ahead of 
those of competitors.  Maintaining technological advantage means investing in 
research and development. 
 
• Encouraging new ideas 
 
Customer needs are of paramount importance.  To continually satisfy these 
needs, new ideas are needed to challenge the conventional and continually seek 
new solutions to challenges.  Innovation transforms organisations and maintains 
a motivated workforce.     
 
Pinchot and Pellman (1999: 4) have identified certain principles for cost-effective 
innovation within the organisation: 
 
• Make mistakes faster and cheaper 
 
Innovation in the bureaucratic style takes just about forever and uses a huge 
amount of resources to achieve average results.  According to Pinchot and 
Pellman (1999: 4) intrapreneurial innovation finds a quicker, less expensive way 
to try out an idea, get feedback and develop a better offering.  Getting the 
    
 
 
innovation out quickly, using rapid prototyping and seeking early customer 
involvement will open channels so that rapid learning occurs. 
 
• Bet on people not just ideas 
 
Traditional management practices emphasize the importance of subordinates 
achieving results specified in the plan.  However, since innovation never goes 
according to plan, Pinchot and Pellman (1999: 5) believe that betting on plans 
for innovation is foolish.  When investing in innovation, focus on the team that 
can “fix things fast” when plans do not work as expected. 
 
• Do not filter out the truth 
 
Innovation is about what works and what does not.  Building open systems 
allows for learning from both successes and failures. 
 
• Treat the team as a single entity 
 
The team is a unit that is collectively responsible for success or failure.  Reward 
the entire team, not just the leader or a few members deemed to be 
outstanding.  Future co-operation depends on it. 
 
• Do not trigger the corporate immune system with grandiosity 
 
Promoting early-stage ideas modestly will result in minimal opposition.  Sharing 
of ideas with only a few individuals inside the organisation will allow for the 
identification of flaws.  Talk with potential customers, but the focus should be on 
learning and not telling the entire organisation how great the idea is. 
 
 
    
 
 
• Value all kinds of innovation 
 
Pinchot and Pellman (1999: 6) identify that a better process may be just as 
important as a better product and improving service to internal customers may 
liberate the creative energies of many others.  A system the allows the 
organisation to learn faster, think better and care more about customers may 
change its fate. 
 
• Choose innovations to fit the organisation 
 
Identify ideas that matter to customers, build on the organisation’s strengths and 
fit with the team’s values and talents.  Intrapreneuring demands total 
commitment that will carry the team through the obstacles every successful 
venture faces. 
 
• Build financial models early  
 
Intrapreneurs have to “crunch numbers” and spend time thinking about the 
steps to success in financial terms.  In the beginning make up some numbers, 
which will reveal critical issues and sharpen thinking.  Research would be 
required to add reality to the plan. 
 
• Reach out across boundaries 
 
Most innovations require reaching out across the boundaries of the organisation, 
therefore organisations whose culture and systems support co-operation across 
boundaries are more innovative (Pinchot and Pellman, 1999: 7). 
 
 
 
    
 
 
• Experimentation 
 
In business there is no perfect formula, many trials precede the most successful 
product launches.  Ideas and products must be tested and tried until the most 
optimal is identified.  This process requires a willingness to take chances and an 
allowance for failure, however lessons need to be learnt from these failures for 
next time.  It is only in a questioning environment that intrapreneurship will 
flourish otherwise a climate of risk-aversion and caution will prevail. 
 
• Providing resources 
 
Organisations that are seeking new directions with better products and processes 
must provide the necessary resources, both funding and personnel. 
 
• Teamwork 
 
Any venture will either succeed or fail through the collective actions of 
individuals.  Working together fosters cohesion and a mutual understanding, 
while consultation and consensus motivate and consolidate teams and conflict is 
resolved through compromise.  Employees should be encouraged to experiment 
and innovate without strict boundaries and specific goals, but with the 
knowledge that the end-result could be exciting new products and profits. 
 
• Long-term view 
 
Intrapreneurship should not be based on instant gratification or the need for 
short-term results, as it is an investment that may take up to a decade to show a 
return.  The organisation must invest in the long-term potential of their 
intrapreneurs and they must be allowed to establish themselves before being 
subjected to critical review. 
    
 
 
• Performance-based rewards 
 
Successful intrapreneurs require recognition for adding value to the organisation 
just like their entrepreneurial counterparts.  If commitment is to be maintained 
rewards should be proportionate to the performance.  Intrapreneurs should be 
motivated while at the same time reckless gambles should be curbed as far as 
possible.  Punishment should come as a last resort, as fear may inhibit new 
initiatives and experimentation. 
 
• Champions and sponsors 
 
Nurturing an intrapreneurial climate requires individuals who believe in its 
benefits and are willing to promote it.  “Idea champions” should inspire 
excitement about their ideas, as they have the responsibility of converting top 
management and to make even conservative organisations enthusiastic about 
the benefits of change. 
 
• Top management support 
 
Intrapreneurial ventures require the support of top management.  Nothing can 
be achieved unless top management “buys into the new culture”.  On board 
managers become partners in implementation, however if opposition exists even 
the best idea could fail. 
 
• A check-list for intrapreneurial organisations 
 
Van Aardt et al (2000: 23) have summarised critical success factors for 
implementing intrapreneurship in large organisations.  They suggest that for an 
organisation to consider itself as intrapreneurial, the following should be in place: 
 
    
 
 
• The organisation should be at the forefront of technological development; 
• The organisation should encourage new ideas; 
• The organisation should encourage experimentation; 
• The organisation should permit failure and use it as a learning experience; 
• There should be no boundaries for opportunities; 
• The organisation should have resources readily available; 
• The organisation should be made up of multidisciplinary teams; 
• The organisation should emphasize long term goals; 
• The organisation should have a system of appropriate rewards; 
• Sponsors and champions should be available; 
• There should be support from top management. 
 
3.10 An Interactive Model for Organisations 
 
According to Hornsby and Naffziger (1992: 1) the creation of intrapreneurial 
programmes is a difficult process as it creates a set of complex challenges both 
practically and theoretically.  On the practical side, organisations will need 
guidelines to direct and redirect resources towards establishing effective 
intrapreneurial strategies, while on the theoretical side researchers need to 
continually reassess the components that predict, explain, and shape an 
environment in which intrapreneurship flourishes.  An interactive model that 
leads to successful intrapreneurship is made up of the following components: 
 
• Organisational characteristics that foster intrapreneurship 
 
Organisations must have an effective reward system in place that considers 
goals, feedback, emphasis on individual responsibility and reward-based results.  
Management support together with resource availability, are crucial for 
successful intrapreneurship, as employees must perceive the availability of 
resources for innovative activities.  The structure of the organisation as well as a 
    
 
 
willingness for risk-taking is vital, employees and management must be willing to 
take risks and have a tolerance for failure should it occur. 
 
• Individual characteristics that foster intrapreneurship 
 
It is important to recognise the influence of individual differences on innovative 
behaviour.  This interactive model by Hornsby and Naffziger (1992: 1) suggests 
the investment in the assessment of personality characteristics of both potential 
and current employees, as individuals identified as having intrapreneurial 
potential could be targeted for training and intrapreneurial opportunities. 
 
• Environmental change 
 
The decision to implement an intrapreneurial programme occurs as a result of an 
interaction between organisational characteristics, individual characteristics and 
some kind of precipitating event.  These events include factors such as hostility; 
threats to a firm’s mission through rivalry, dynamism; instability of a firm’s 
market because of change, and heterogeneity; developments in the market that 
create new demands for a firm’s products.   
 
Some specific examples of precipitating events in the intrapreneurial process 
could include: development of new procedures, a change in a company’s 
management, a merger or acquisition, a competitor’s move to increase market 
share, development of new technologies, cost reduction, change in consumer 
demand and economic changes. 
 
The decision to act intrapreneurially is the culmination of the interaction of the 
organisation, the individual and a change in the environment. 
 
 
    
 
 
• Feasibility planning 
 
The next step is to develop an effective business plan.  The entire plan should 
include all phases from start-up research needed to clarify the operations 
involved and it will present a complete outline of the elements required for 
implementation of the intrapreneur’s plan.  This will enhance the chances of 
success as it represents a complete analysis of feasibility.  
 
• Resource availability and overcoming barriers 
 
While an accurate and complete business plan is essential, implementation and 
success of the intrapreneurial idea is dependant on whether the organisation is 
able to provide the necessary resource support and whether the individual can 
overcome barriers that prohibit the implementation of the idea.   
 
• Idea implementation 
 
Having conducted a feasibility analysis, acquired the resources necessary and 
overcome any existing organisational barriers, the intrapreneur is now in a 
position to implement the idea and initiate the innovation (Hornsby and 
Naffziger, 1992: 1). 
 
3.11 Conclusion     
 
Chapter three analysed the role of the intrapreneur within the organisation as 
well as the organisational culture that is conducive to the promotion of an 
intrapreneurial programme.  Many organisations fail to motivate people to pursue 
entrepreneurial opportunities, thereby failing to contribute to the attainment of 
the organisation’s competitive advantage or entrepreneurs may identify and 
    
 
 
exploit opportunities that create only temporary rather than sustainable 
competitive advantage. 
 
Strategic entrepreneurship is a unique system through which organisations are 
able to create wealth.  However, it involves the development of an 
entrepreneurial mindset, an entrepreneurial culture and entrepreneurial 
leadership together with the strategic management of resources and the 
application of creativity to develop innovations (Ireland et al, 2003: 963).  In 
Chapter four the research methodology to be used in the study will be discussed 
with special focus on the questionnaire. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
    
 
 
CHAPTER 4 
RESEARCH METHODOLOGY 
 
4.1 Introduction 
 
The main problem identified in Chapter one was to determine intrapreneurial 
strategies that could promote competitive advantage within an automotive 
component company operating in South Africa.  In order to address this problem 
the following sub-problems were identified: 
• Which intrapreneurial strategies, does the literature reveal could enhance 
competitive advantage? 
• What is the measure of intrapreneurship within an automotive component 
company operating in South Africa? 
• How can the results obtained from the resolution of the two sub-problems 
above, lead to the development of a model to ensure the implementation 
of intrapreneurship for the automotive component company in South 
Africa? 
  
In an attempt to solve this problem it is necessary to gather empirical 
information concerning the current situation and compare this with the results of 
the literature study. 
 
In Chapter three the fundamentals of intrapreneurship were discussed, providing 
an understanding of why it is important for organisations to adopt an 
intrapreneurial culture.  The purpose of this chapter is to describe the research 
methodology to be used during the empirical study.   
 
 
 
 
    
 
 
4.2 Research Defined 
 
According to Leedy (1997: 4) research is the systematic process of collecting and 
analysing information in order to increase one’s understanding of the subject of 
interest.  Research has eight distinct characteristics: 
• research originates with a question or problem; 
• research requires the clear articulation of a goal; 
• research follows a specific plan of procedure; 
• research usually divides the principal problem into more manageable sub-
problems; 
• research is guided by the specific research problem; 
• research accepts certain critical assumptions; 
• research requires the collection and interpretation of data in an attempt to 
resolve the problem that initiated the research; and 
• research is cyclical.  
 
The foundation of any research project is its methodology, as it directs the entire 
research endeavor.  The methodology controls the study as it states how the 
data are collected and arranges the data into a logical sequence.  It sets up a 
means of refining data so that the meanings that lie below the surface are 
exposed while at the same it derives a conclusion that leads to an expansion of 
knowledge.  Research methodology has two primary functions, namely, to 
control the acquisition of data and to correlate the data after acquisition and 
extract meaning. 
 
4.3 Ethics of Research 
 
According to Struwig and Stead (2001: 66) research ethics provide researchers 
with a code of moral guidelines on how to conduct research in a morally 
acceptable way.  These guidelines attempt to prevent researchers from engaging 
    
 
 
in misconduct, such as: distorting or inventing data, plagiarising the work of 
other authors, failing to maintain the confidentiality and privacy of research 
participants, forcing people against their will to be involved in the research, not 
executing the study properly, deceiving people and falsely reporting results. 
 
Struwig and Stead (2001: 67) identified five general principles from The 
American Psychological Association’s Ethics Code that are applicable to all 
researchers from all disciplines: 
• A researcher must be qualified and competent to undertake a particular 
research project; 
• Integrity is an important characteristic of a researcher, as the researcher 
must be honest, fair and respectful towards research participants and 
clients; 
• Researchers must uphold the standards of their profession and accept 
responsibility for their actions; 
• Researchers must respect the dignity and rights of others, including the 
right to privacy, confidentiality and autonomy.  Researchers should also be 
respectful of cultural and individual differences and not discriminate 
against people on the basis of these factors; 
• The welfare of others should be a major concern to researchers.  The 
research procedure should be carefully monitored so as to benefit all 
those participating in it. 
 
4.4 Quantitative Research 
 
According to Struwig and Stead (2001: 4) quantitative research is a form of 
conclusive research involving large representative samples and structured data 
collection procedures.  The following are approaches to quantitative research: 
 
 
    
 
 
4.4.1 Exploratory research 
 
The researcher investigates a problem about which little is known, as the main 
purpose of exploratory research is the development and clarification of ideas and 
the formulation of questions for more precise investigation later. 
 
4.4.2 Historical research 
 
This method attempts to solve problems through the analysis of literature 
regarding the subject of the problem.  Welman and Kruger (1999: 186) identify 
that preference must be given to primary sources of information which the 
researcher must synthesize and then interpret to find relevance to the problem 
being researched. 
 
4.4.3 Descriptive research 
 
Leedy (1997: 191) defines descriptive research as an attempt to solve problems 
through observation, as the data is descriptive in nature and conclusions are 
drawn from the descriptions.  Struwig and Stead (2001: 8) add that descriptive 
studies are an attempt to provide a complete and accurate description of a 
situation.  Zikmund (2003: 55) explains that the main purpose of descriptive 
research is to describe the characteristics of a specific subject. 
 
4.4.4 Analytical research 
 
This method uses quantitative data and requires statistical assistance to extract 
meaning. 
 
 
 
    
 
 
4.4.5 Experimental research 
 
This method gathers data from controlled and experimental groups.  George and 
Jones (2002: 685) define experimental research as the controlled manipulation of 
an independent variable to determine what affect it has on the dependent 
variable.  According to Zikmund (2003:  275) there are various types of 
experimental designs. If only one variable is manipulated a basic experimental 
design is utilised, however if the researcher wishes to investigate the interactive 
effects of two or more independent variables then the experiment requires a 
complex experimental design.  
 
Based on the discussion above, the researcher will engage in exploratory 
research to determine the prevalence of intrapreneurship within an automotive 
component company.  This study is exploratory by nature as it lends itself to 
further research.  Historical research will also be utilised to extract meaning from 
primary and secondary sources of information. 
 
4.5 Chosen Research Design 
 
According to Leedy (1997: 191) the following are descriptive research designs: 
• Correlational research, which examines the extent to which a change in 
one characteristic is related to changes in one or more other 
characteristics.  A correlation exists when one variable increases, and 
another variable either increases or decreases in a predictable manner;    
• Developmental research, which is used when researchers want to study 
how a particular characteristic changes with age; 
• Observation studies observe a particular aspect of a subject;  
• Survey research is deriving a better understanding of the subject at the 
time of the research. 
 
    
 
 
The researcher has chosen survey research as a means of gathering data. 
 
4.5.1 Survey research 
 
According to Zikmund (2003: 175) survey investigations attempt to describe 
what is happening or to learn the reasons for a particular activity.  Surveys 
provide quick, inexpensive, efficient and accurate means of assessing 
information.  Surveys are quite flexible and when properly conducted extremely 
valuable.   Leedy (1997: 196) identifies the following methods of survey 
research: 
  
4.5.1.1 Face-to-face and telephone interviews 
 
Interviews are often open-ended, centering on one or a few main issues, but 
otherwise going in different directions for different participants.  In a structured 
interview, the researcher follows a standard set of questions, while in a semi-
structured interview the researcher may follow the standard set of questions with 
one or more tailored questions to get clarification or probe for reasoning. 
 
Face-to-face interviews enable the researcher to develop a rapport with the 
participant and therefore gain their co-operation.  Such interviews have the 
highest response rate and also allow the researcher to clarify ambiguous 
answers.  When appropriate the interviewer can seek follow-up information, 
however such interviews take time and may not be practical when very large 
sample sizes are important. 
 
Telephone interviews are less time-consuming and less expensive although the 
response rate is not as high as for a face-to-face interview.  The researcher 
cannot establish the same kind of rapport that is possible with the face-to-face 
    
 
 
situation, however the sample will be biased, as the population without access to 
telephones will be excluded.     
 
4.5.1.2 Questionnaires 
 
Leedy (1997: 197) explains that the paper-pencil questionnaires can be sent to a 
large number of people over vast distances, therefore they will save the 
researcher travel expenses and postage or e-mail is typically cheaper than a 
long-distance telephone call.  Participants can be assured that their responses 
will be anonymous and so may be more truthful than they would be in a personal 
interview.   
 
Respondents also have enough time to think about questions where the stimulus 
being provided to each respondent is identical in all cases, as the questionnaire 
is the only means of communication.  Questionnaires are usually highly 
structured and the use of open-ended questions is limited, making data 
capturing relatively easy (Emory and Cooper, 1991: 338). 
 
Drawbacks to the questionnaire are that the majority of people who receive them 
do not return them and responses are reflective of the participants reading and 
writing skills and may include the misinterpretation of one or more questions 
(Leedy, 1997: 297). 
 
Wegner (1999: 16) agrees with Leedy’s point of view, but adds the following 
disadvantages: 
• Response rates are very low, between five and 15 percent; 
• Respondents cannot obtain clarity on questions; 
• The possibilities of probing or investigating further are limited; 
• Data collection takes a long time; 
• There is no control over who actually answers the questionnaire; 
    
 
 
• The questionnaire will be limited with regards to length and scope as the 
respondent can lose interest or become tired;  
• The research sample is limited to participants who are literate. 
 
From the above discussion the questionnaire was identified as the most feasible 
method to use in this research.  Although there are certain disadvantages to the 
questionnaire, the advantages of saving time and money as well as the 
anonymity of participants outweighs these. 
    
4.6 Research Population and Sample 
 
4.6.1 Population 
 
A population may be defined as “the entire group of people, events or things of 
interest that the researcher wishes to investigate” (Sekaran, 1992: 225).  The 
researcher is interested in determining the prevalence of intrapreneurship within 
an automotive component company in South Africa.  For the purpose of this 
study all employees employed by this company constitute the population. 
 
This organisation was selected from the members’ register of the National 
Association of Automotive Component and Allied Manufacturers (Naacam, 2005).  
The organisation was identified from all automotive component organisations 
operating within the Eastern Cape, as this is where the researcher is situated.  
38 Organisations operating in the Eastern Cape region were identified, however 
only three had a minumum of 500 employees.  The organisation was therefore 
identified since it is situated close to the researcher and has a total staff 
complement of 544 employees.  
 
 
 
    
 
 
4.6.2 Sample 
 
According to Struwig and Stead (2001: 111) there are several alternative ways of 
sampling and these can be grouped into probability and non-probability sampling 
techniques. 
 
In probability sampling the researcher can specify in advance that each segment 
of the population will be represented in the sample.  This is the distinguishing 
factor that separates it from non-probability sampling (Leedy, 1997: 211).  In 
non-probability sampling the researcher has no way of forecasting or 
guaranteeing each element of the population will be represented by the sample 
and some members of the population have little or no chance of being sampled. 
 
The following are methods of non-probability sampling: 
• Convenience sampling is chosen purely on the basis of availability;  
• Purposive or judgement sampling chooses the sample to fulfill a 
purpose such as the characteristics it possesses to meet a particular 
definition;   
• Quota sampling requires the researcher to utilise his/her knowledge 
of the population to select sample members that are representative.  
A respondent has to comply with certain criteria before qualifying for 
inclusion in the sample. 
 
The organisation was identified since it is an automotive components company, 
employs more than 500 employees and is situated close to the researcher.  As 
the opinions of the entire workforce are required every employee received a copy 
of the questionnaire. 
 
 
 
    
 
 
4.7 The Questionnaire  
 
4.7.1 Questionnaire design 
 
There are three types of questions that can be used in questionnaires, namely, 
open-ended questions, multiple choice questions and scaled response questions.  
Scaled response questions are often used to gather data on attitudes.  A Likert-
type 5-point scale is linked to a number of statements to measure perceptions.  
Struwig and Stead (2001: 89) suggest that the following general guidelines be 
considered when designing the questionnaire: 
• Provide precise and clear instructions on how to answer the questions; 
• Divide questions into logical sections by subject; 
• Start with questions that are easy to answer; 
• Proceed from general to specific questions; 
• Ask sensitive questions last; 
• Avoid technical jargon and 
• Minimise the number of questions to avoid respondent fatigue. 
 
The Likert 5-point scale was used in the questionnaire to gather data regarding 
the workforce’s perception of the structure, systems, culture and management 
styles of the organisation.  (Appendix 4.2) 
 
Appendix 4.2 (page 109) is the questionnaire that was compiled to gather data 
for statistical analysis.  The questionnaire is made up of five sections each with 
the aim of analysing the prevalence of intrapreneurship within the organisation.  
Section one of the questionnaire details the biographic information of the 
employee completing the questionnaire, so as to identify the opinions of a 
specific profiled employee.   
 
 
    
 
 
Section two measures the organisation’s structure and to what extent it complies 
with the principles of an intrapreneurial organisation.  Section three measures 
the culture and philosophy of the organisation and to what extent it promotes 
and fosters intrapreneurship.  Section four measures the organisation’s systems 
and to what extent these systems cultivate the development and implementation 
of new ideas.  Section five measures the managerial styles of the organisation 
and to what extent these styles build an atmosphere of openness, mutual trust 
and respect. 
 
Appendix 4.1 (page 108) is the covering letter that was submitted to the 
organisation with the goal of explaining the purpose of the study. 
 
4.7.2 Pilot study 
 
Prior to conducting the pilot study, the questionnaire was examined by both a 
senior lecturer at the Business School of the Nelson Mandela Metropolitan 
University (NMMU) and a Doctor of Statistics also from the University.  From the 
advice given adjustments were made to the questionnaire and it was tested with 
10 employees of an organisation in the same industry, but in another part of the 
Eastern Cape.  These employees were chosen because they closely represent the 
population to be used in the study. 
 
These 10 employees were both male and female ranging from 18 to 55 years 
and were either; Black, Coloured or White in race.  They all had a minimum 
educational level of Grade 10 and were from all different departments within the 
organisation. 
 
4.7.3 Questionnaire distribution 
 
The questionnaire was circulated to all 544 employees of the organisation on  
    
 
 
26 August 2005 with their pay slips.  A covering letter was posted on the notice 
board explaining the purpose of the questionnaire together with information 
regarding the location of collection points and a response deadline of  
1 September 2005.   
 
4.8 Reliability and Validity 
 
The validity and reliability of the measurement instrument influences the extent 
to which one can learn something about the subject being studied, that is the 
probability that one will obtain statistical significance in the data analysis and the 
extent to which meaningful conclusions can be drawn from the data. 
 
4.8.1 Reliability in quantitative research 
 
According to Struwig and Stead (2001: 130) reliability is the extent to which test 
scores are accurate, consistent or stable.  A test score’s validity is dependant on 
the score’s reliability because if the reliability is inadequate, the validity will also 
be poor.  It is always important to test the reliability before the validity is 
examined.  A test score can also be highly reliable but invalid. 
 
The following are ways that Leedy and Ormrod (2001: 99) determine the 
reliability of a test score: 
• Test-retest reliability; is the extent to which the same instrument yields 
the same results on two different occasions; 
• Internal consistency reliability; is the extent to which all participants within 
a single experiment yield similar results; 
• Equivalent forms reliability; is the extent to which two different versions of 
the same instrument yield similar results; 
• Interrater reliability; is the extent to which the results of two or more 
independent analysts concur. 
    
 
 
Based on the literature survey, the questionnaire was compiled to determine the 
prevalence of intrapreneurship and how a particular organisation could develop a 
culture that fosters intrapreneurship.  The pilot study was used to determine 
whether all questions were understandable.  It is essential to determine whether 
the questionnaire would provide similar results consistently.  
  
4.8.2 Validity in quantitative research 
 
Validity refers to the extent to which a research design is scientifically sound or 
appropriately conducted (Struwig and Stead, 2001: 136).  Validity comprises 
external and internal validity for research design: 
• External validity; refers to the extent to which one can generalise the 
results of a study to other populations. 
• Internal validity; refers to the extent to which conclusions can be 
formulated which are free from bias. 
 
When it comes to the validity of an instrument’s scores, that is the extent to 
which the instrument measures what it is suppose to measure, there are four 
main types: 
• Face validity; refers to whether the items of the test appear to measure 
what the test claims to measure and whether the questions seem 
appropriate; 
• Content validity; refers to the extent to which the items of the test reflect 
the theoretical content being measured; 
• Criterion-related validity; refers to the relationship between two or more 
tests that appear to be similar; 
• Construct validity; refers to the degree to which the content of the study 
is measured by the test.  A construct is an abstract variable that is not 
observed directly. 
    
 
 
Although this study is reliable, the results will have limited validity since a non-
probability sampling approach has been utilised.  Since convenience sampling 
has been implemented the results of this study would have internal validity.  
Face validity, content validity and construct validity were used, as the opinions of 
knowledgeable people as well as the pilot study were taken into consideration.    
On 1 September 2005 a total of 52 responses were received.  All team leaders 
and supervisors were requested to remind their staff to submit the 
questionnaires and by 9 September 2005, 163 responses were received, yielding 
a response rate of 30 percent. 
 
4.9 Conclusion 
 
This chapter provided a review of the research methodology used in the research 
study. The researcher identified the importance of ethics in the research process 
and that the well being of participants should be considered at all times.   
 
In Chapter five the results of the survey will be analysed and presented. 
 
 
 
 
 
 
 
 
 
 
 
 
 
    
 
 
CHAPTER 5 
 
PRESENTATION AND INTERPRETATION OF SURVEY RESULTS 
 
5.1 Introduction 
 
In Chapter four the research methodology to be used in the empirical study was 
determined.  This chapter will present the survey results followed by a brief 
interpretation of each question.   
 
5.2 Statistical Terms 
 
5.2.1 Explanation of Descriptive Statistics 
 
According to Struwig and Stead (2001: 158) descriptive statistics provide 
statistical summaries of data with the purpose of providing an overall, coherent 
and straightforward picture of a large amount of data.  The focus of these 
statistics will be on measures of central tendency and dispersion. 
 
A central location statistic represents a typical value of a set of observations and 
is useful for making comparisons.  Measures of dispersion are useful in providing 
information with which the reliability of the central value may be judged.  Widely 
dispersed observations indicate low reliability, while a high concentration of 
observations increases confidence in the reliability of the central value (Wegner, 
1999: 54 & 84). 
 
5.2.1.1 Measures of central tendency 
 
The following are measures of central tendency: 
    
 
 
• Mean, is the average of a group of scores; 
• Median, is the score that has an equal number of scores above and below 
it; and 
• Mode, is the most frequently occurring score (Struwig and Stead, 2001: 
158). 
 
5.2.1.2 Measures of dispersion 
 
Measures of dispersion indicate the degree to which the scores are spread out.  
Standard deviation measures the deviation of each score from the mean and 
then averages the deviations.  According to Wegner (1999: 92) the standard 
deviation is a relatively stable measure of dispersion.   
 
5.2.1.3 Skewness 
 
According to Wegner (1999: 67) the choice of a representative central location 
value depends on the shape of the frequency distribution.  If the frequency 
distribution of the random variable is symmetrical, then all three measures have 
the identical value.  A negatively skewed distribution is characterised by a few 
relatively small observations and this creates a long tail on the negative or left 
side of the distribution.  A positively skewed distribution is characterised by a few 
relatively large observations and this creates a long tail on the positive or right 
side of the distribution.  If a distribution is distorted by an extreme value or 
skewed then the median or the mode is more representative than the mean. 
 
The calculation of statistical variables to be analysed were completed using the 
statistical tools of Microsoft Excel 2000. 
 
 
  
    
 
 
5.3 Results of Demographical Information 
 
Table 5.1 reflects the responses of the demographical information of the sample 
gathered from the questionnaire: 
 
Table 5.1 Demographical 
Information  
Variable N % 
1.1 GENDER NUMBER PERCENTAGE 
Male 25 15% 
Female 138 85% 
Total 163 100% 
   
1.2 RACE NUMBER PERCENTAGE 
Asian 0 0% 
African 10 6% 
Coloured 109 67% 
White 44 27% 
Total 163 100% 
   
1.3 AGE IN YEARS NUMBER PERCENTAGE 
18 – 25 39 23.93 
26 – 35 77 47.24 
36 – 45 35 21.47 
46 – 55 12 7.36 
56 and over 0 0 
Total 163 100% 
    
 
 
 
Table 5.1 continued 
1.4 POSITION NUMBER PERCENTAGE 
Team member 127 77.91411% 
Team leader 12 7.361963% 
Supervisor 10 6.134969% 
Middle management 12 7.361963% 
Senior management 2 1.226994% 
Total 163 100% 
 
1.5 DEPARTMENT NUMBER PERCENTAGE 
Engineering 5 3.07% 
Finance 1 0.61% 
HR 1 0.61% 
Logistics 2 1.23% 
Production 148 90.8% 
Quality 5 3.07% 
Other 1 0.61% 
Total 0 100% 
   
1.6 EDUCATIONAL LEVEL NUMBER PERCENTAGE 
Grade 11 or below 68 41.71779% 
Matric 84 51.53374% 
M+3 3 1.840491% 
M+4 4 2.453988% 
Other 4 2.453988% 
Total 163 100% 
    
 
 
Table 5.1 continued 
1.7 LENGTH OF SERVICE NUMBER PERCENTAGE 
Less than 1 year 48 29% 
1 – 2 years 53 33% 
3 – 5 years 36 22% 
5 – 10 years 19 12% 
More than 10 years 7 4% 
Total 163 100% 
 
The researcher identified three key characteristics of the sample as gender, race 
and department.  The results of Question 1.1, Question 1.2 and Question 1.5 
from the questionnaire indicated that the sample was made up predominately of 
Coloured women working in the Production department.  Data was gathered 
from the organisation’s payroll system regarding the total population.  The 
population of this study is the entire organisation, while the sample is the 
responses that were received. 
 
Figure 5.1 A comparison of gender between population and sample 
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Figure 5.1 indicates that this organisation does have a staff compliment that is 
majority female, with 91 percent as compared to nine percent male.   
    
 
 
Figure 5.2 A comparison of race between population and sample 
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Figure 5.2 illustrates that the workforce is also mainly Coloured in race, with a 
majority of 82 percent as compared to African and White with only 18 percent.  
Figure 5.3 shows that just less than 95 percent of staff works in Production. 
 
Figure 5.3 A comparison of departments between population and 
sample 
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5.4 Results from Question Two 
 
Tables 5.2 and 5.3 reflect the responses provided from the questionnaire 
regarding the structure of the organisation. 
 
Table 5.2 Structure 
 1 
Strongly
Disagree
2 
Disagree
3 
Uncertain
4 
Agree 
5 
Strongly 
Agree 
  % % % % % 
2.1 The structure of my 
organisation is flat with 
few levels. 
 
7.36 
 
31.91 
 
30.06 
 
24.54 
 
6.13 
2.2 My organisation has 
rigid lines of authority. 
 
4.91 
 
22.7 
 
20.25 
 
44.17 
 
7.98 
2.3 My organisation has an 
organogram that is 
accessible to all staff. 
 
14.72 
 
25.15 
 
38.04 
 
18.4 
 
3.68 
2.4 My organisation can be 
described as a 
bureaucratic 
organisation. 
 
 
11.04 
 
 
39.36 
 
 
17.18 
 
 
23.93 
 
 
8.59 
 
Question 2.1 and 2.3 investigated whether the organisation has a flat structure 
and whether all employees are aware of the structure as depicted in the 
organogram of the organisation.  There is a very slight difference between the 
respondents who agree and those who disagree.  Question 2.1 shows that 
almost 40 percent of respondents disagree with the fact that the organisation 
has a structure with few levels, while 30.67 percent agree.   
    
 
 
Question 2.3 indicates that 39.87 percent of respondents feel that the 
organogram is not available and it has not been communicated to all employees, 
while almost 40 percent agree that it is available.  There is a high uncertainty 
percentage, which indicates that if employees are uncertain as to whether the 
organogram is available, they have not had access to it and therefore would also 
be uncertain as to the flatness of the structure of the organisation. 
 
Question 2.2 found that 52.15 percent of respondents felt that there is a rigid 
and tightly controlled structure, however Question 2.4 indicated that that just 
more than 50 percent of respondents did not feel it was totally bureaucratic and 
that there are certain characteristics of a democracy thereby valuing employee 
contributions. 
 
Table 5.3 Statistical Analysis of structure 
 Mean Median Mode Standard 
deviation 
Skewness 
Flat 
Structure 
 
2.9 
 
3 
 
2 
 
1.05 
 
0.134 
Rigid lines 
of authority  
 
3.28 
 
3 
 
4 
 
1.06 
 
-0.414 
Accessibility 
of 
organogram 
 
2.71 
 
3 
 
3 
 
1.05 
 
0.013 
Bureaucratic 
organisation 
 
2.8 
 
3 
 
2 
 
1.18 
 
0.309 
 
The results regarding the structure of the organisation are ambiguous as 
Question 2.2 has a negative coefficient of skewness, indicating more relatively 
high responses, while Question 2.4 is positively skewed.  Question 2.1 and 
Question 2.3 is positive.  Both questions are characterised by few relatively large 
    
 
 
observations resulting in most respondents indicating that the organisation does 
not have a flat structure and therefore maybe too top heavy with the inability to 
rapidly respond to change.  Most respondents were uncertain as to the 
accessibility of the organogram and this uncertainty would result in the lack of 
understanding regarding the organisation’s structure. 
 
5.5 Results from Question Three 
 
Tables 5.4 to 5.13 reflect the responses provided from the questionnaire 
regarding the culture of the organisation. 
 
Table 5.4 Customer focus of the organisation 
 1 
Strongly
Disagree
2 
Disagree
3 
Uncertain
4 
Agree 
5 
Strongly 
Agree 
  % % % % % 
3.1 My organisation 
promotes a philosophy 
of “continual 
improvement”. 
 
14.11 
 
22.7 
 
26.99 
 
31.29 
 
4.91 
3.2 My organisation is 
customer solution-
centered. 
 
7.36 
 
15.34 
 
35.58 
 
36.2 
 
5.52 
3.3 My organisation 
emphasizes the 
importance of 
customer-feedback. 
 
 
9.82 
 
 
14.72 
 
 
25.15 
 
 
44.79 
 
 
5.52 
3.4 In my organisation 
there is an emphasis 
 
 
 
 
 
 
 
 
 
 
    
 
 
on quality in products, 
product delivery and 
after-sales service. 
 
6.13 
 
12.27 
 
23.31 
 
50.92 
 
7.36 
3.5 In my organisation 
there is an emphasis 
on continual 
improvement in 
products, product 
delivery and after-sales 
service. 
 
 
 
 
7.98 
 
 
 
 
15.34 
 
 
 
 
30.06 
 
 
 
 
39.26 
 
 
 
 
7.36 
 
Question 3.1 attempts to find the focus of the organisation and whether it is 
based on continuous improvement so as to better meet customer demands and 
changes in the market.  Responses were evenly spread between the two 
extremes and the uncertainty score of 27 percent indicates the ambiguity 
regarding the philosophy of the organisation. 
 
It is essential for the organisation to focus on the customer as a strategic 
stakeholder, emphasizing the importance of providing quality in products, in 
delivery and in after-sales service.  From the literature review in Chapter three 
Dobson et al (2002: 13) identifies that organisational values should focus on the 
customer with quality as a means for achieving customer satisfaction.  Questions 
3.2, 3.3, 3.4 and 3.5 all deal with this issue.  Question 3.2 identifies that just 
more than 40 percent of respondents agree that the organisation does stress the 
importance of their product providing solutions to customer needs. 
 
Question 3.3 indicates that just more than 50 percent of respondents agree that 
the organisation does emphasize the importance of receiving feedback from the 
customer so as to improve quality. 
 
    
 
 
Questions 3.4 and 3.5 again identify that just less than 60 percent of 
respondents do believe that the organisation emphasizes the importance of 
quality, while 46.62 percent believe the organisation does emphasize the 
importance of continual improvement of products, product delivery and after-
sales service.  Even though these scores are higher than the respondents who 
disagreed, the uncertainty scores are an indication that emphasis on the 
customer and improving quality of products is not being fully communicated to 
staff and highlighted as a core value for all employees.      
 
Table 5.5 Statistical Analysis of the organisation’s customer focus  
 Mean Median Mode Standard 
deviation 
Skewness 
Philosophy of 
continual 
improvement 
 
2.9 
 
3 
 
4 
 
1.14 
 
-0.185 
Customer solution-
centered 
 
3.17 
 
3 
 
4 
 
1 
 
-0.463 
Importance of 
customer feedback 
 
21 
 
4 
 
4 
 
1.08 
 
-0.646 
Emphasis on quality 3.41 4 4 1 -0.83 
Emphasis on 
continual 
improvement 
 
3.23 
 
3 
 
4 
 
1.06 
 
-0.499 
 
When it comes to the organisation and its focus on the customer there is a 
negative co-efficient of skewness.  This indicates unanimous agreement that the 
organisation does have a customer solution-centered approach, with an 
emphasis on quality and continuous improvement. 
 
    
 
 
Table 5.6 Atmosphere of the organisation 
 1 
Strongly
Disagree
2 
Disagree
3 
Uncertain
4 
Agree 
5 
Strongly 
Agree 
  % % % % % 
3.6 My organisation has a 
culture of openness. 
 
23.31 
 
30.67 
 
18.40 
 
23.31 
 
4.29 
3.7 My organisation has a 
culture of trust. 
 
20.86 
 
26.99 
 
17.18 
 
30.06 
 
4.91 
3.8 My organisation 
encourages me to be 
creative. 
 
19.02 
 
26.99 
 
15.34 
 
31.90 
 
6.75 
3.9 My organisation 
encourages me to use 
my personal initiative 
and come up with new 
ideas. 
 
 
23.31 
 
 
25.77 
 
 
18.40 
 
 
27.61 
 
 
4.91 
 
Questions 3.6 and 3.7 focus on the culture of the organiation and whether there 
is an atmosphere of openness and trust between all members of the 
organisation.  Almost 54 percent of the respondents feel that there is a lack of 
openness and just less than 48 percent indicated a lack of trust.  Without an 
atmosphere of openness and trust, teams will not feel comfortable expressing 
their thoughts and new ideas.  As from the literature review in Chapter three, 
Banergee (2001: 1) identifies three principles when developing an intrapreneurial 
culture: continuous communication, equality and collaboration. 
 
    
 
 
This thought is substantiated by the fact that in Questions 3.8 and 3.9 just less 
than 50 percent of respondents felt they were not encouraged to be creative and 
come up with new ideas. 
 
Table 5.7 Statistical analysis of atmosphere 
 Mean Median Mode Standard 
deviation 
Skewness 
Culture of openness 2.55 2 2 1.2 0.268 
Culture of trust 2.71 3 4 1.24 0.05 
Encouragement to 
be creative 
 
2.8 
 
3 
 
4 
 
1.26 
 
0.003 
Encouragement to 
come up with new 
ideas 
 
2.65 
 
3 
 
4 
 
1.24 
 
0.108 
 
There is a positive coefficient of skewness as there are few relatively large 
observations, which indicates unanimous agreement that the organisation is not 
promoting an atmosphere where employees feel confident to be creative and 
express their ideas. 
 
 Table 5.8 Vision and mission 
 1 
Strongly
Disagree
2 
Disagree
3 
Uncertain
4 
Agree 
5 
Strongly 
Agree 
  % % % % % 
3.10 My organisation has a 
vision and mission that 
is communicated to 
staff. 
 
18.40 
 
28.22 
 
18.40 
 
29.45 
 
5.52 
    
 
 
3.11 My organisation has a 
vision and mission 
statement that 
motivates staff. 
 
 
12.88 
 
 
31.29 
 
 
22.09 
 
 
28.83 
 
 
4.91 
 
It is vitally important that all members of the organisation “buy into” the 
company’s vision and mission.  From the literature review in Chapter three 
Adams (1995: 2) believes that a company’s philosophy and corporate strategy 
must be carefully considered, as the company must be totally committed to 
supporting a spirit of intrapreneurship.  Questions 3.10 shows that just more 
than 46 percent of respondents felt that there has been no effort made to 
communicate the company’s vision and mission to staff.  Question 3.11 indicates 
that just less than 45 percent of respondents feel the mission and vision is one 
that does little to motivate employees towards achieving the goals of the 
organisation. 
 
Table 5.9 Statistical analysis of vision and mission 
 Mean Median Mode Standard 
deviation 
Skewness 
Vision and mission is 
communicated 
 
2.75 
 
3 
 
4 
 
1.22 
 
0.045 
Vision and mission 
motivates staff 
 
2.82 
 
3 
 
2 
 
1.13 
 
0.035 
 
There is unanimous agreement that the vision and mission are not 
communicated to staff with little effect on the motivation of staff, as there is a 
positive coefficient of skewness.  Most respondents disagreed that the vision and 
mission motivates staff even though it is known. 
 
 
    
 
 
Table 5.10 Role of employees 
 1 
Strongly
Disagree
2 
Disagree
3 
Uncertain
4 
Agree 
5 
Strongly 
Agree 
  % % % % % 
3.12 My organisation values 
all its employees. 
 
22.09 
 
25.77 
 
17.18 
 
30.67 
 
4.29 
3.13 My organisation 
promotes employee 
development. 
 
19.02 
 
34.36 
 
13.5 
 
28.83 
 
4.29 
3.14 In my organisation, I 
am encouraged to 
experiment and 
creatively solve 
problems. 
 
 
 
19.02 
 
 
 
34.36 
 
 
 
14.72 
 
 
 
26.99 
 
 
 
4.91 
    
Questions 3.12, 3.13 and 3.14 focus on how the employee feels about his/her 
role within the organisation. 47.86 percent of respondents felt that the 
organisation does not value all its employees, while 53.38 percent felt that the 
development of employees is not of critical importance to the organisation.  The 
uncertainty score of 13.5 percent indicates that employees are not aware that 
there is assistance available for them with regards to their personal 
development.  The almost 55 percent of respondents who felt that they were not 
encouraged to experiment and creatively solve problems, especially on the 
production line, would have contributed to their feelings of low worth within the 
organisation. 
 
 
 
 
    
 
 
Table 5.11 Statistical analysis of employee roles 
 Mean Median Mode Standard 
deviation 
Skewness 
Organisation values 
employees 
 
2.69 
 
3 
 
4 
 
1.24 
 
0.031 
Organisation 
promotes staff 
development 
 
2.65 
 
3 
 
2 
 
1.2 
 
0.188 
Encouraged to 
experiment and 
solve problems 
 
2.64 
 
2 
 
2 
 
1.21 
 
0.223 
 
When it comes to the role of the employees within the organisation there is a 
positive coefficient of skewness with few relatively high scores.  Employee 
development should be promoted to encourage staff to experiment and solve 
problems. 
 
Table 5.12 Organisational goals 
 1 
Strongly
Disagree
2 
Disagree
3 
Uncertain
4 
Agree 
5 
Strongly 
Agree 
  % % % % % 
3.15 Management support 
organisational goals. 
 
17.79 
 
27.61 
 
27.61 
 
21.47 
 
5.52 
3.16 Staff support 
organisational goals. 
 
12.27 
 
24.54 
 
31.29 
 
28.22 
 
3.68 
3.17 My organisation 
promotes innovation as 
an absolute necessity.  
 
 
11.66 
 
 
21.47 
 
 
28.22 
 
 
33.74 
 
 
4.91 
    
 
 
Questions 3.15, 3.16 and 3.17 were used to determine whether the entire 
workforce supports the goals of the organisation.  The uncertainty scores in 
these three questions are troubling, as an intrapreneurial culture would mean 
that both staff and management support the goals of the organisation.  Just 
more than 45 percent of respondents believe that management does not support 
the goals of the organisation, while staff support is relatively evenly distributed.  
However, the 31.29 percent who are uncertain would mean that employees are 
indifferent towards achieving the company’s goals.  Question 3.17 again shows a 
relatively even distribution between the two extremes, however the uncertainty 
of almost 30 percent of respondents means that innovation is not promoted as a 
core value necessary for the organisation’s competitive position. 
      
Table 5.13 Statistical analysis of organisational goals 
 Mean Median Mode Standard 
deviation 
Skewness 
Management 
supports 
organisational goals 
 
2.69 
 
3 
 
2 
 
1.16 
 
0.138 
Staff supports 
organisational goals 
 
2.87 
 
3 
 
3 
 
1.07 
 
-0.15 
Innovation is an 
absolute necessity 
for the future 
 
2.99 
 
3 
 
4 
 
1.11 
 
-0.281 
 
There is ambiguity when it comes to the support of organisational goals, 
although it is felt that staff are more supportive of the organisation’s goals of 
innovation.  From the literature review it is evident that nothing can be achieved 
unless top management “buy into the new culture” as any opposition can lead to 
even the best idea failing (Rwigema et al, 2004: 86).  On a whole there is great 
deal of uncertainty as to the respondents opinions of the culture of the 
    
 
 
organisation.  This uncertainty lends itself to the fact that if these elements need 
to be in place in order to promote intrapreneuship, and there is uncertainty as to 
their existence, there is a need to focus on these issues. 
      
5.6 Results from Question Four 
 
Tables 5.14 and 5.15 reflect the responses provided from the questionnaire 
regarding the systems of the organisation. 
 
Table 5.14 Systems of the organisation 
 1 
Strongly
Disagree
2 
Disagree
3 
Uncertain
4 
Agree 
5 
Strongly 
Agree 
  % % % % % 
4.1 My organisation is 
continually developing 
new products and 
services. 
 
7.98 
 
14.11 
 
23.31 
 
47.24 
 
 
7.36 
4.2 My organisation has a 
fair basis for evaluating 
new ideas. 
 
15.34 
 
23.31 
 
25.77 
 
29.45 
 
6.13 
4.3 My new ideas are 
implemented. 
 
21.47 
 
33.13 
 
23.93 
 
18.40 
 
3.07 
4.4 My organisation has a 
recognition system 
based on “adding 
value”. 
 
12.88 
 
22.7 
 
31.29 
 
28.83 
 
4.29 
4.5 My organisation has a 
recognition system that 
 
12.27 
 
22.09 
 
32.52 
 
28.83 
 
4.29 
    
 
 
is financial. 
4.6 My organisation has a 
recognition system that 
is non-financial.  
 
7.98 
 
23.31 
 
41.72 
 
23.93 
 
3.07 
4.7 Training and 
development are 
available for employees.
 
18.40 
 
21.47 
 
16.56 
 
36.2 
 
7.36 
4.8 Resources are available 
for new opportunities. 
 
19.02 
 
22.7 
 
26.38 
 
28.83 
 
3.07 
4.9 My organisation has 
flexible job designs 
rather than formal job 
descriptions. 
 
10.43 
 
22.7 
 
23.31 
 
36.81 
 
6.75 
 
Question 4.1 indicates that just less than 55 percent of respondents feel that the 
organisation is continually developing products and services to satisfy both 
customer’ needs and changes in the market. 
 
Questions 4.2 and 4.3 deals with how new ideas are handled.  The responses 
showed a fairly even distribution when it came to the fairness of evaluating new 
ideas.  The uncertainty core of 25.77 percent indicates that respondents are 
unfamiliar with the manner in which ideas are evaluated.  Almost 55 percent of 
respondents feel that their new ideas are not implemented. 
 
Questions 4.4, 4.5 and 4.6 deal with the recognition system of the organisation, 
and all these scores have relatively high uncertainty percentages.  This indicates 
that the recognition system should be one that rewards new ideas that add value 
to the organisation’s competitive advantage as intrapreneurs believe that if they 
are willing to work on risky projects that have the potential for large profits they 
should benefit from that.  Kirby (2003: 302) identifies that the recognition 
    
 
 
system should provide both financial and non-financial rewards.  The recognition 
system should also be communicated to staff, as informed workers are motivated 
workers.  
 
Question 4.7 indicates that respondents are not totally aware that training and 
development is available.  The responses are relatively evenly distributed 
between the two extremes with 16.56 percent of respondents being uncertain as 
to the availability of training, which means that more emphasis should be made 
of the importance of personal development. 
 
In Question 4.8 just less than 42 percent of respondents feel that resources are 
not available to get new opportunities off the ground and with an uncertainty 
score of 26,38 percent more needs to be done to communicate the fact that new 
ideas, if feasible, will be supported. 
 
Table 5.15 Statistical analysis of organisational systems 
 Mean Median Mode Standard 
deviation 
Skewness 
Continually 
developing new 
products and 
services 
 
3.32 
 
4 
 
4 
 
1.06 
 
-0.699 
Evaluates 
performance of 
goals regularly 
 
2.96 
 
3 
 
3 
 
1.07 
 
-0.129 
Fair basis for 
evaluating new 
ideas 
 
2.88 
 
3 
 
4 
 
1.17 
 
-0.106 
Implementation of      
    
 
 
new ideas 2.48 2 2 1.11 0.311 
Recognition system 
is based on “adding 
value” 
 
2.89 
 
3 
 
3 
 
1.09 
 
-0.179 
Recognition system 
has financial 
rewards 
 
2.91 
 
3 
 
3 
 
1.08 
 
-0.2 
Recognition system 
has non-financial 
rewards 
 
2.91 
 
3 
 
3 
 
0.95 
 
-0.159 
Resources are 
available are for 
new opportunities  
 
2.74 
 
3 
 
4 
 
1.16 
 
-0.11 
 
There is a negative coefficient of skewness for the organisation and its systems 
except when it comes to the implementation of new ideas, as there are few 
relative high scores with most respondents feeling that their ideas are not 
implemented.  
      
5.7 Results from Question Five 
 
Tables 5.16 and 5.17 reflect the responses provided from the questionnaire 
regarding the management styles of the organisation. 
 
 
 
 
    
 
 
Table 5.16 Management Styles 
 1 
Strongly
Disagree
2 
Disagree
3 
Uncertain
4 
Agree 
5 
Strongly 
Agree 
5.1 In my organisation the 
management style is 
one of openness, trust 
and mutual-respect. 
 
 
25.77 
 
 
27.61 
 
 
18.4 
 
 
23.93 
 
 
4.29 
5.2 Management promotes 
the sharing of ideas 
across departments. 
 
19.63 
 
 
28.22 
 
20.86 
 
26.38 
 
4.91 
5.3 Management promotes 
employee decision-
making. 
 
21.47 
 
30.67 
 
22.09 
 
21.47 
 
4.29 
5.4 Management promotes 
open and honest 
communication. 
 
23.31 
 
26.38 
 
17.79 
 
27.61 
 
4.91 
5.5 Management 
encourages teamwork. 
 
12.27 
 
17.79 
 
14.72 
 
48.47 
 
6.75 
5.6 Management has the 
ability to motivate 
others to achieve 
certain goals. 
 
18.4 
 
25.15 
 
17.18 
 
34.36 
 
4.91 
 
Question 5.1 shows that 53.38 percent of respondents believe that the 
management style of the organisation lacks openness, trust and mutual respect 
as apposed to 28.22 percent who acknowledge that management are 
implementing a style that would promote intrapreneurial behaviour.     
    
 
 
Question 5.2 indicates that almost 48 percent of respondents believe that 
management is not promoting the sharing of ideas across departments, while 
just more than 31 percent feel they are being encouraged to share resources. 
 
Question 5.3 identifies that 52.14 percent of respondents are not been 
empowered to make decisions, while 25.76 feel they are being given this 
opportunity. 
 
Question 5.4 indicates that just less than 50 percent of respondents feel that 
management do not communicate openly and honestly with staff, while 32.52 
percent felt that communication is both open and honest. 
 
An area where management is showing a positive intrapreneurial style is in the 
promotion of teamwork where 55.22 percent of respondents in Question 5.5 are 
encouraged to work in groups to achieve goals rather than individually. 
 
Question 5.6 indicates, even though it is not a high percentage, 43.55 percent of 
respondents believe that management does have the ability to motivate staff to 
achieve organisational goals.  On a whole there is a very high rate of uncertainty 
amongst respondents, which indicates that management is not fully 
implementing management styles that would support the promotion of 
intrapreneurship.   
 
Table 5.17 Statistical analysis of management styles 
 Mean Median Mode Standard 
deviation 
Skewness 
Management style is 
one of openness, 
trust and mutual-
 
2.53 
 
2 
 
2 
 
1.23 
 
0.245 
    
 
 
respect 
Management 
promotes sharing 
ideas across 
departments 
 
2.69 
 
3 
 
2 
 
1.2 
 
0.104 
Management 
promotes employee 
decision-making  
 
2.56 
 
2 
 
2 
 
1.17 
 
0.252 
Management 
promotes honest 
and open 
communication 
 
2.64 
 
3 
 
4 
 
1.25 
 
0.122 
Management 
promotes teamwork 
 
3.2 
 
4 
 
4 
 
1.18 
 
-0.593 
Management has 
the ability to 
achieve goals 
 
2.82 
 
3 
 
4 
 
1.23 
 
-0.101 
 
When it comes to the promotion of teamwork and motivating staff, management  
has relatively high scores, which result in its negative coefficient of skewness.  
Low scores exist with a positive coefficient of skewness when it comes to the 
relationship between staff and management.  Trust, openness and mutual 
respect are needed to build an atmosphere that will promote creativity and 
innovation.  In order to maximise resources, sharing of ideas across departments 
is essential.  
 
 
 
 
    
 
 
5.8  Conclusion 
 
The purpose of this chapter was to set out the results of the empirical 
component of the study.  The results of the empirical study were analysed to 
determine the amount of agreement that exists within the organisation. 
 
The survey results indicate that most of the respondents do not agree that the 
structure of the organisation is flat while most are uncertain as to whether the 
organogram is available.  Most of the respondents agreed that the organisation is 
continually striving for improvement in quality of products and services and that 
the main focus of the organisation is on the customer and proving solutions to 
customers’ needs. 
 
Most of the respondents felt that the atmosphere of the organisation promoted a 
feeling of trust, although not openness and that staff are encouraged to be 
creative and come up with new ideas.  Although most respondents felt that the 
vision and mission is communicated to staff, it does little to motivate employees 
to achieve the objectives of the organisation. 
 
Most respondents felt that the organisation values its employees, however, not 
enough is being done to develop staff so that they feel encouraged to 
experiment and solve problems. 
 
Most respondents felt that the main goal of the organisation is the striving for 
innovation, however this goal is not totally supported by both management and 
staff. 
 
The majority of respondents are unsure as to the regularity of the evaluation of 
their performance and that staff ideas are not being implemented.  Most 
    
 
 
respondents are also unsure as to the recognition system that is implemented 
within the organisation. 
 
Most respondents felt that the management style lacks openness, trust and 
mutual-respect and that employees have little power when it comes to decision-
making and the sharing of ideas or resources across departments. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
    
 
 
CHAPTER 6 
 
RECOMMENDATIONS, PRESENTATION OF MODEL AND 
CONCLUSION  
 
6.1 Introduction 
 
In Chapter five the results of the empirical study were presented.  The objective 
of this chapter is to integrate the results obtained from the survey with the 
findings of the literature survey.  In this chapter the “Organisation” refers to the 
automotive component company that was used in the empirical study. 
 
6.2 Discussion of the Results relating to Key Elements of 
Intrapreneurial Development 
 
6.2.1 The Structure of the Organisation 
 
The structure of the Organisation should be revised as it was identified as not 
having a flat structure and employees were uncertain as to whether the 
organogram was available.  If the Organisation adopts a philosophy of 
intrapreneurship, it will result in an organic structure.  The literature review in 
Chapter three identified an organic structure as flat, highly adaptive and flexible, 
with limited formalisation and little direct supervision of employees (Coulter, 
2003: 180).   
 
An organic structure allows each team to operate as an autonomous 
entrepreneurial business unit that is close to its customers.  Individual teams can 
then grow according to developments in the market and changes in customer 
    
 
 
demands.  Any risks that are taken will therefore not damage the entire 
organisation if they fail (Kirby, 2003: 303). 
 
The Organisation was identified as having rigid lines of authority.  When 
employees are highly skilled and trained, this together with the support provided 
by team members will empower members to handle diverse job-related problems 
where rigid controls will be unnecessary (Coulter, 2003: 180). 
 
Although certain areas of the structure need revising, the Organisation was not 
identified as a bureaucratic organisation, which will ensure that flexible decision-
making is facilitated through short communication channels (Rwigema, 2004: 
79).     
 
6.2.2 The Culture of the Organisation 
 
When it comes to the philosophy of the Organisation there is an emphasis on 
continuous improvement, quality and customer centeredness.  The literature 
review in Chapter three identified this as vitally important in the development of 
an intrapreneurial culture.  The following four principles should be continuously 
promoted:  
• Continuous communication between top management and everyone else, 
as this gives employees a sense of empowerment;   
• No one should ever be made to feel inferior therefore no differentiation 
should ever be made between different approaches;   
• Believing in collaboration and partnership throughout the organisation 
with the sharing of resources and ideas across departments; 
• A belief that the customer is supreme (Banerjee, 2001: 1). 
 
Since culture is collectively owned, persuasion should be used rather than 
coercion. An effective intrapreneurial culture is one in which new ideas and 
    
 
 
creativity are expected, risk taking is encouraged, failure is tolerated, learning 
is promoted and product and process innovations are praised (Ireland et al, 
2003: 970).  
 
6.2.3 Relationship Building and Identifying Intrapreneurial Talent 
 
The Organisation must ensure that a culture of openness exists so as to promote 
open communication between management and staff.  Employees will then be 
encouraged to be creative and come up with new ideas.  It is only in a culture of 
openness and trust that everyone feels confident to share thoughts and ideas.   
From Chapter three it was identified that the best intrapreneurs are results-
oriented, ambitious, rational, competitive, questioning individuals who dislike 
bureaucracy and are challenged by innovation, but who understand the dynamics 
of the organisation and believe in their colleagues.  A support system of people 
who are comfortable with entrepreneurial tendencies, who can cope with 
uncertainties, long lead times, indefinite resources and new products or 
processes are needed (Kirby, 2003: 303).       
 
It is in this culture that idea generators can be identified together with 
champions that will ensure these ideas make it to the strategic agenda.  
Orchestrators will then ensure that the new ideas are implemented (Dobson et 
al, 2004: 159). 
 
6.2.4 Training and Development 
 
The Organisation should focus on the development of their staff and 
intrapreneurial training should form part of the Human Resources function.  
Training managers in intrapreneurship or arranging for them to attend off-site 
seminars and conferences as well as training on the benefits of intrapreneurship 
are essential.  Training in functional aspects such as business plans, customer 
    
 
 
focus and competitive advantage would also be beneficial (Rwigema et al, 2004: 
89).  
 
It is only through training and development that staff and management will feel 
confident to experiment and collectively solve problems. 
 
6.2.5 Committing the Organisation 
 
The Organisation identified innovation as an absolute necessity for the future, 
however this is a bottom-up process that can only be successful if supported 
from the top.  Top management commitment means the entire firm believes in 
the benefits of intrapreneurship and change is made to make the intrapreneurial 
process successful.  Ventures must have clear objectives and the company’s 
philosophy and general corporate strategy must be carefully considered, as the 
company (both management and staff) must be totally committed to supporting 
the intrapreneurial venture (Adams, 1995: 2). 
 
6.2.6 Rewarding Intrapreneurs 
 
The Organisation is continually developing new products and services, however 
rewards are needed for people involved in innovation, from the idea generator to 
the idea manager to the idea orchestrator.  From the literature review in Chapter 
three the recognition system for the intrapreneur should be both monetary and 
non-monetary.  Monetary could include bonuses, profit sharing, share options or 
the freedom to use corporate resources to fund product and process 
development.  Non-monetary might include formal recognition of performance, 
the provision of discretionary funds, the establishment of support groups or dual 
promotion systems that recognise performance in innovative project 
development (Kirby, 2003: 302). 
 
    
 
 
6.2.7 An Identifiable System of Administering and Evaluating Projects 
 
The Organisation does have a fair basis for evaluating new ideas, however 
feedback must be given to staff.  This will prevent staff from thinking their ideas 
are simply not implemented and ensure two-way communication.  From the 
literature review in Chapter three the following variables should be considered 
when projects are evaluated: 
• High corporate fit, the project should be relevant to the goals of 
the organisation; 
• Low initial investment and minimal capital expenditure; 
• An experienced venture champion; 
• Experience with the product; 
• Innovation with low competitive threat; and 
• High gross margin and a high rate of return (DeSarbo, MacMillan 
and Day cited in Kirby, 2003: 305). 
 
6.2.8 Management Style 
 
The success of any organisation is directly linked to its leadership.  Even though 
the Organisation does have the ability to motivate and is promoting teamwork, 
honesty and open communication together with the following principles should 
be considered:   
• Exerting influence without formal power;   
• Skillfully resolving conflict; 
• Using logic to persuade, as they must operate in an environment that is 
increasingly interdependent;  
• Getting along with many different players often with conflicting goals; 
• Applying an integrated approach to problem solving 
• Demonstrating mutual respect, openness and trust; and 
    
 
 
• Implementing a participative management style (Timmons, 1999: 243 and 
Kanter cited in van Aardt et al, 2000: 20). 
 
6.3 Resolution of Problem Statements 
 
The main problem identified in Chapter one was to identify intrapreneurial 
strategies that would promote competitive advantage within an automotive 
component company.   
 
In order to address this problem the following sub-problems were identified: 
• Which intrapreneurial strategies, does the literature reveal could enhance 
competitive advantage?  This sub-problem was addressed in Chapter 
three. 
• What is the measure of intrapreneurship within an automotive 
components company operating in South Africa?  This sub-problem was 
addressed in Chapter five where the results from the survey were 
reported. 
• How can the results obtained from the resolution of the two sub-problems 
above, lead to the development of a model to ensure the implementation 
of intrapreneurship within the automotive component company?  By 
resolving the first two sub-problems a model was developed to promote 
innovation and customer-solution centeredness as core values.   
 
6.4 The Intrapreneurial Model        
 
If a corporation is to be truly intrapreneurial, the entire corporate culture must fit 
the intrapreneurial mould.  This is not an immediate change, but develops over 
time.   
 
 
    
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 6.1 A model to promote intrapreneurship – Source: Adapted from 
Galbraith and Kazanjian cited in Dobson et al (2004: 160) 
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Figure 6.1 identifies the importance of innovation, customer-solution 
centeredness and being market driven as core values.  It is essential that when 
developing the strategic objectives, vision and mission of the Organisation that 
these core values drive this process.  The structure, systems, culture and 
management style of the Organisation will then develop and begin to portray 
intrapreneurial characteristics.  It is only then that staff will be recruited as idea 
generators, sponsors and orchestrators to explore and experiment with new 
ideas.  These core values will then filter through the Organisation to all tasks, 
products and processes, with people utilising resources to create new 
opportunities.  Being innovative as a means of establishing and maintaining 
competitive advantage is a strategic decision that should drive the entire 
organisation. 
 
6.5 Conclusion 
 
When analysing the prevalence of intrapreneurship within an automotive 
components company, it was evident that certain areas of the Organisation do 
need revising.  The automotive industry, both the assembly and component 
sectors, is South Africa’s largest manufacturing industry.  This industry is 
expanding, both locally and internationally, as can be seen from the statistics 
provided by NAAMSA (2004) in Chapter two.  It is for this reason that the vital 
role of intrapreneurship should be promoted to enhance competitive advantage.  
The development of an intrapreneurial culture, together with a structure, 
systems and management style that promotes continuous improvement, with 
emphasis on finding quality solutions to customer needs through innovation, 
should be filtered throughout the organisation.   
 
The exploratory nature of this research study should be taken further, so as to 
ensure that all South African organisations identify the importance of 
intrapreneurship in the endeavor for competitive advantage. 
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Appendix 3.1 
Principal Driving Forces in the organisation  
 
 
 
Start-up        Maturity 
Driven by: 
• Collaboration within the firm 
• Opportunity focus 
• Resource requirements 
expanding 
Organisation: 
• Informal 
Driven by: 
• Rejuvenators and innovators 
• Opportunity focus 
• Resource ownership 
Organisation: 
• Formal 
Driven by: 
• Few owners 
• A specific product 
• Burdensome resource 
requirements 
Organisation: 
• Too rigid 
Driven by: 
• Administrators 
• Product focus 
• Resource ownership 
Organisation: 
• Formal 
 
Least        Most 
   Administrative 
 
 
 
 
 
 
 
 
Source: Timmons and Stevenson cited in Timmons (1999: 241) 
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Appendix 3.2 
Designing innovative organisations 
 
 
 
 
 
 
    
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
Source: Adapted from Galbraith and Kazanjian cited in Dobson et al (2004: 160) 
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Appendix 4.2 
Intrapreneurial Questionnaire 
The following information is needed to enable comparisons and for statistical analysis only.  Instruction: 
please provide the following information by drawing a cross (X) in the relevant box. 
 
1.1 Please indicate your sex. 
Male  1 
Female  2 
 
1.2 Please indicate your race. 
Asian  1 
Black  2 
Coloured  3 
White  4 
Other – please specify  5 
   
 
1.3 Please indicate your age group. 
18-25 years  1 
26-35 years  2 
36-45 years  3 
46-55 years  4 
56+ years  5 
 
1.4 Please indicate the position you are currently in. 
Team member  1 
Team leader  2 
Supervisor  3 
Middle management  4 
Senior management  5 
Other – please specify  6 
   
 
1.5 Please indicate in which department you are currently working. 
Engineering  1 
Finance  2 
HR  3 
Logistics  4 
Production  5 
Quality  6 
Other – please specify  7 
   
 
1.6 Please indicate your highest educational level. 
Grade 11 or below  1 
Matric  2 
M+3  3 
M+4  4 
Other – please specify  5 
 
 
 
 
 
 
    
 
 
1.7 Please indicate your length of service. 
Less than 1 year  1 
1 – 2 years  2 
3 – 5 years  3 
5 – 10 years  4 
More than 10 years  5 
 
2. Organisational Structure 
 1 
Strongly 
Disagree 
2 
Disagree 
3 
Uncertain 
4 
Agree 
5 
Strongly 
Agree 
2.1 The structure of my organisation is flat 
with few levels. 
     
2.2 My organisation has rigid lines of 
authority. 
     
2.3 My organisation has an organogram 
that is accessible to all staff. 
     
2.4 My organisation can be described as a 
bureaucratic1 organisation. 
     
 
3. Organisational Culture 
 1 
Strongly 
Disagree 
2 
Disagree 
3 
Uncertain 
4 
Agree 
5 
Strongly 
Agree 
3.1 My organisation promotes a philosophy 
of “continual improvement”. 
     
3.2 My organisation is customer solution-
centered. 
     
3.3 My organisation emphasizes the 
importance of customer-feedback. 
     
3.4 In my organisation there is an 
emphasis on quality in products, 
product delivery and after-sales 
service. 
     
3.5 In my organisation there is an 
emphasis on continual improvement in 
products, product delivery and after-
sales service. 
     
3.6 My organisation has a culture of 
openness. 
     
3.7 My organisation has a culture of trust. 
 
     
3.8 My organisation encourages me to be 
creative. 
     
3.9 My organisation encourages me to use 
my personal initiative and come up 
with new ideas. 
     
3.10 My organisation has a vision and 
mission statement that is 
communicated to all staff. 
     
3.11 My organisation has a vision and 
mission statement that motivates staff. 
     
3.12 My organisation values all its 
employees. 
     
3.13 My organisation promotes employee 
development. 
     
    
 
 
 1 
Strongly 
Disagree 
2 
Disagree 
3 
Uncertain 
4 
Agree 
5 
Strongly 
Agree 
3.14 In my organisation, I am encouraged 
to experiment and creatively solve 
problems. 
     
3.15 Management support organisational 
goals. 
     
3.16 Staff support organisational goals. 
 
     
3.17 My organisation promotes a belief that 
innovation3 is an absolute necessity for 
the organisation’s future. 
     
 
 
4. Organisational Systems 
 1 
Strongly 
Disagree 
2 
Disagree 
3 
Uncertain 
4 
Agree 
5 
Strongly 
Agree 
4.1 My organisation is continually 
developing new products and services. 
     
4.2 My organisation has a fair basis for 
evaluating new ideas. 
     
4.3 My new ideas are implemented.      
4.4 My organisation has a recognition 
system based on “adding value”4. 
     
4.5 My organisation has a recognition 
system that is financial. 
     
4.6 My organisation has a recognition 
system that is non-financial.  
     
4.7 Training and development are available 
for all employees. 
     
4.8 Resources are available for new 
opportunities. 
     
4.9 My organisation has flexible job 
designs5 rather than formal job 
descriptions. 
     
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
    
 
 
5. Management Styles 
 1 
Strongly 
Disagree 
2 
Disagree 
3 
Uncertain 
4 
Agree 
5 
Strongly 
Agree 
5.1 In my organisation the management 
style is one of openness, trust and 
mutual-respect. 
     
5.2 Management promotes the sharing of 
ideas across departments. 
     
5.3 Management promotes employee 
decision-making. 
     
5.4 Management promotes open and 
honest communication. 
     
5.5 Management encourages teamwork6.      
5.6 Management has the ability to motivate 
others to achieve certain goals. 
     
 
 
 
Thank you for your time and assistance. 
 
 
